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“Now |! read every word of that ad, 





say about plating switch blades. It wrote it." 
gives a lot of fine information.” 












PROTECT 
YOUR CABLES with 
G & uy 
Capnat Terminal Potheads 


GaW RESISTOTL GASEETS 
—- 


st cee Comgnes 
Bere ceteed he prebion 
atm See Pe 




















“| first saw thet equipment advertised 





some of their three-shot fuses. That's all the way through.” 
a fine ad — especially the chart. We 

might be interested in secondary 

fusing.” 


































Yes, that looks like @ nice ad. That so is the flexibility of mounting.” 
open switch tells me a lot.” 


SHAPE 


eaer Te teeras 








“lt read every line of this, down to that last sentence ‘It’s a promise!’ | 
becouse | was interested in what they can't praise it too highly. . . . . | really felt I'd like to know the fellow who 
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“That picture shows me the features of the product. See, the way the tops 
in Electrical World, and recently bought clear the supporting structure to make it easy to work with. | read that ad 


LONG TROUBLE-FREE LIFE 
FINGER TIP CONTROL os wz 


“You bet we're interested in controls. “There's lots to look at in this ad. That ‘principle of operation’ is 


good dope, 


“This is an interesting development 
was new to me and the ads made 
details very clear in an attractive way), 





















Westinghouse Transformers 


“This gives a lot of interesting infor 
mation. | read all that type because 
really had something to say. The ¢ 
at the top is very helpful.” 
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of a bad jan" 
(It's @ habit we have! } 
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STORY R. G. LeTour- 


really begins back in 1919, 


@® THI 


neau, Inc., 


ot 


ten years before the company was in- 
corporated. Then R. G. LeTourneau 
\ 1 land leveling contractor near 
Stockton, Calif. 


back and forth across the fields, 


As he rode his trac- 


e repaired the faulty, balky, and 
capacity earthmoving equipment, 
mentally redesigned the rigs, pow- 
them for speedier, more efhcient 
ition. Soon, with cutting torch 
welding rod, he was putting his 
building bigger 


into action, 


ment to move more dirt at less 
He’s been at it ever since. 

first Mr. LeTourneau built only 

himself, selling his older scraper 

ls to other earthmoving contrac- 
is he developed new and better 


This 


and tough to 


pment for his own jobs. 
pment was built big 
lle such projects as constructing 


rough, rocky road into Boulder 
It made a hit with West Coast 
ractors; so, late in 1929, shortly 
the Black Friday that inaugu- 
d the depression, the manufactur- 
of R. G. 


was formed. 


company LeTourneau, 
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By GEORGE C. McNUTT 


Advertising Manager, R. G. LeTour- 
neau, Inc., Peoria, Ill. 


manufactured today, LeTour- 


As 


neau heavy construction equipment 
consists of a full line of tractor-drawn 
units and the newly developed Tourna- 
revolutionary — self-propelled 


This 


from other self-propelled 


pull, a 
earthmoving unit. unit differs 
outwardly 
rigs in that the pulling unit has only 
two front wheels instead of the con- 
Sales increased 
at a sensational rate—from $110,808 
in 1930, to $10,740,845 in 1940! And 


that 


ventional four. have 


business has been built on the 


basis of moving bigger yardages at 
less cost, or as E. R. Galvin, big able 
general sales manager, puts it: “For 
the Lowest Net Cost per Yard.” 
Earthmoving contractors were the 
first customers for LeTourneau equip- 
ment. They still are the company’s 
most important customers in dollar 
volume. Other big markets are fed- 
eral, state, and county governments; 


loggers, pits and quarries, strip miners, 


and large industrial concerns with spe- 
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LeTourneau Sells Performance 


The advertising and marketing efforts of this company 
are designed to Fit the right equipment to the job 


cia! construction problems. These cus- 
Many of 
them work on narrow profit margins 
They 


want to know specifically what the 


tomers are a skeptical lot. 
in highly competitive fields. 


equipment they buy can do. For that 
reason, LeTourneau plans its market- 
ing activities around the sale of per- 
formance, or “Lowest Net Cost 


Yard.” 


Practically all LeTourneau equip- 


per 


ment is sold through distributors, of 
whom there are approximately 100 in 
the United States, 


abroad. 


and eighty-six 


These are in most cases the 
same distributors who serve Caterpil- 


lar Tractor Company. 


Marketing Organization 


The company’s sales organization, 
headed by E. R. Galvin, general sales 
manager, is divided into two main divi- 


The do- 


mestic sales divison is subdivided again 


sions, domestic and export. 


as follows: Eastern, covering the 


United States east of the Rocky Moun- 
tains, and most of Canada, is super- 
vised from Peoria by the general sales 
manager; Western, serving the Pacific 
Hawaii, Alaska, and 


Coast states, 
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When a reader of LeTourneau direct mail returns a card requesting literature he receives 
it with this 6x4!/2-inch card folder clipped to the top. Printed in red and blue, the 
message thanks the inquirer and tells him that his local distributor is being informed 
of his interest and also that his name is being placed on the list to receive regular 


issues of “Methods,” bi-monthly house 


British Columbia, managed from 
Stockton, Calif., by H. L. Vines, West- 
ern sales manager. The export divi- 
sion includes all the remainder of the 
world, and is directed by J. H. Johann- 
sen, one of America’s most widely 
traveled export managers. 

Denn M. Burgess, general manager, 
who came up through the ranks from 
a district representative’s job, is a 
strong believer in getting the facts at 
first hand. As a result, LeTourneau 
sales managers travel a great deal, 
know practically all the distributors by 
their nicknames, have an_ on-the- 
ground knowledge of sales problems in 
the field. However, the chief sales 
link between company and distributor 
is the district representative, familiarly 
known as “D.R.” 


pany is a strong believer in selling 


Because the com- 
performance, it seems natural that 


most of its district representatives 
should be men who have come up from 
the ranks. Well over half the pres- 
ent district representatives were one- 
time tractor operators, contractors, Or 
earthmoving engineers and superin- 
tendents before joining R. G. LeTour- 
neau, Inc. They know earthmoving 
trom first-hand experience; conse- 
quently, have a concrete knowledge of 
needs. 


the prospect’s problems and 


This experience also better fits them 
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publication which provides job  picture-stories 


to educate the dealers’ salesmen to sell 
LeTourneau equipment. 

After all, it is the distributors’ sales- 
men who make the actual sales in the 
field. Consequently, the company de- 
votes considerable thought to educat- 
ing them. Chief means are these: 
the district representative’s attend- 
ance at dealer’s sales meetings; contacts 
with the individual salesman; the newly 
formed sales training division for the 
conduct of short one- and two-day 
sales schools at distributor’s place of 
business, or for schooling distributor’s 
men sent into the factory; and the Le- 
Tourneau Sales Data Book, a loose leaf, 
Swing-O-Ring binder, distributed to 
all dealers and their salesmen. 

The LeTourneau Sales Data Book is 
literally the sales bible on LeTourneau 
equipment. Its contents are indexed 
as follows: 

PCU’s 


Prices 


"Dozers 
Scrapers 
Manufacture 
Uses & Users 
Selling 


Tournapulls 
Rooters & Sheeps 
Foot Rollers 
Cranes and Weld- 

ing Cars 


Following each of the first six head- 
ings are specification sheets. LeTour- 
neau specification sheets differ from 


those of most equipment manufac- 





turers in that they contain, in addi 
tion to the physical 
brief but rather complete informa 
tion covering the description of th 


specifications 


unit, its uses and probable production 
Back of the index, “Manufacture,” ; 
brief background information on the 
company and its manufacturing proc 
esses. The “Use and Users” 
contains job data sheets, suggestions 
on correct job procedure, pictures, etc 
Finally, under “Selling” are sugges- 
tions for sizing up jobs, where to place 


section 


LeTourneau equipment, sources of new 
business, demonstration ideas, and so 
forth. This sales binder is kept up- 
to-date by a constant flow of fresh 
material in the form of specification 
sheets, application leaflets, job data 
sheets, etc. Most of the information 
going into the Sales Data Book is pre- 
pared by the field engineering depart- 
ment, and it thus has a decided job 


flavor. 


Sales Training Division 

The LeTourneau sales training divi 
sion, headed by S. D. Means, was 
formed for two purposes: (1) To 
train new district representatives for 
the company, and provide refresher 
courses for older district representa- 
tives; (2) to train dealers’ salesmen. 

When a new man is to be put in the 
field as a district representative, the 
sales training division gives him a short 
sales course on LeTourneau equip 
ment and methods; sees that he is 
properly fitted out with Sales Data 
Book, credit letter, report forms, and 
so on; and finally, sees that he is fa 
miliar with all the duties of his job 
from filling in expense reports to han 
dling dealer sales contracts. In short, 
the sales training division acts as th 
clearing house and check list for new 
district representatives; thus saving the 
time of company executives, and elim 
inating the “we hope we’ve told you 
everything” method so often used in 
sending new men into the field. 

Turnover in district representative 
is very low; so the sales training div 
sion’s greatest value to the compan) 
is in schooling dealers’ salesmen. Wh« 
these salesmen come to the plant, 
acts as official greeter and host; co 
ducts them through the factory; 
ranges interviews with company ex¢ 
utives with whom they may have 5] 
cial business; and conducts sa 
courses ranging in length from a hal! 
day to two days, depending upon ' 
time the visitors have available. Th 
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s courses utilize slide film, movies, 
rts, advertising literature, Sales 
1 Books, special company prepared 
ts and examinations. Although 
efly concerned with selling, the sales 
ning division also coéperates with 
service department in the conduct 
of service schools. Both sales and serv- 
schools are planned so they can be 
conducted either at the factory, or in 
the dealer’s place of business, and they 
may be expanded or contracted to suit 
the individual case. Although less than 
2 year old, this division is considered 
: very valuable part of the company’s 


sales program. 


Export Sales 


Prior to the outbreak of World War 
ll, England, France, and French pos- 
sessions were among the largest export 
buyers of LeTourneau equipment. De- 
spite the curtailing effect of the war 
on these markets, export sales have 
grown from a mere $129,000 in 1935, 
when J. F. Johannsen was the entire 
export sales division, to $2,552,959 for 
1940. The sales set-up for export dif- 
fers but little from that in the domes- 
tic field. Here again the chief sales 
link between company and distributor 
is the district representative. How- 
ever, the export district representative 
may have an entire continent for his 
sales territory, whereas his domestic 
brother seldom has more than three or 
four states. 

Because export territories are so 
large, export district representatives 
naturally cannot get around to see in- 
dividual dealers nearly so often as do 
domestic representatives. Result is 
that the export department puts far 

emphasis on sales letters, and 
es wide use of application photo- 

_ >. 
he export department also believes 
its representatives should be prac- 
men; men who know definitely 
LeTourneau equipment can do. 
Virtually every export representative is 
‘perienced operator, capable of as- 
ling and putting equipment 
gh its paces without aid from the 
ry. He also has to be somewhat 
practical engineer, able to size up 
ject and make estimates right on 
spot. Repeat sales in this field 
ite that the recommendations of 
men stand up when the equip- 


gets on the job. 


d Engineering Department 


tally important to the job of sell- 











































A selection of LeTourneau advertising material including house organs, business paper ads, sales literature, 
and direct mail. 'Method" is published in Spanish as well as English to cover the company's extensive Latin 
American trade. "The Co-Operator’’ is published especially for certified operators of LeTourneau equip- 
ment—the man at the controls. Publication copy shows how customers are getting low cost on big yardages 
with actual case studies. The same technique features sales literature as shown in more detail in lower left. 
President "Bob" LeTourneau is shown in lower right busy at work in his airplane enroute to a job in the field 
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ing “Lowest Net Cost per Yard” both 
at home and abroad, is the field engi- 
neering department, developed and 
headed by K. F. Park. It grew out 
of time studies made on jobs by K. F. 
Park for the purpose of gathering in- 
formation which could be used in pre- 
paring estimates. Today the depart- 
ment is staffed by four civil engineers, 
intimate through long experience on 
actual jobs with the problems of con- 
tractors and earthmoving engineers, 
Its business is to know the latest and 
best of current earthmoving practice 
and to apply that knowledge to fur- 
ther LeTourneau sales. This it does 
through such varied means as job data 
sheets, estimates and recommendations 


covering specific jobs, sales counsel, 


and preparation of application data for 
use in sales and advertising bulletins. 
The accuracy of its figures and the 
soundness of its recommendations 
have been of inestimable value to the 


LeTourneau sales program. 


Large Advertising Department 


R. G. LeTourneau, Inc., does not 
use an advertising agency to prepare 
copy for its national business paper 
schedule or direct mail campaigns; 
consequently, it has a fairly large ad- 
vertising staff, including three or four 
copywriters, a highly rated commercial 
artist, and a full-time photographer. 
The department makes extensive use 
of the Ellis Plan method of organiz- 

(Continued on Page 56) 
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By C. R. HORRELL 


General Sales Manager, Sangamo Electric Company, Springfield, Ill. 


Entire Industry 







The broad cooperative spirit of the electrical in- 
dustry is reflected in this unique product campaign 


@ THREE DECADES ago, at the 
time the Electrical Jobbers Association 
was astounded when its president ex 
pounded the theory of industry co 
Speration by the slogan, “You scratch 
my back, 
N.E.L.A Meter: 


the codperation of the watthour meter 


ind I'll scratch yours,”’ the 


Committee enlisted 


manufacturers and published, in 1912, 
that valuable iddition to electrical 
education, the first edition of “The 
Metermen’s Handbook.” The valuable 
cooperation, the mutual respect of one 
for the other, has existed from that day 
to this between the buyers and sellers 
of watthour meters. So harmoniously 
ind effectively has this condition ex 
isted over the period of years, that it 
has aroused the admiration, if not the 
envy, of other branches in the electri 
cal industry 


The benefit to the industry, accru 





ne trom this close re itionship, was 
othcially recognized in Sangamo Elec 
tric Company's advertising during 
1929, when each advertisement carried 
the copy All modern American me 
ters are far superior in their perform 
ince on overload and varying tempera 


ture to the best made five years ago 


This high degree of perfection in 
manufacture is due largely to the full 
cooperation between the American me 
ter manufacturers and the two great 
ational meter Committees.” 

Since the depression in 1929, there 
have been stupendous advances in the 
irt of metering: in fact, every meter 
manufacturer today builds new de 
signs engineered since the low level de 


pression davs 


One ex imple ilone may 
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be used as an illustration of the accom- 
plishment of industry coéperation in 
recent years. In 1934, methods of 
meter mountings were standardized, so 
that the different makes of meters have 
identical mounting dimensions, and 
even went so far that salient parts, 
such as covers, terminals, etc., were 
interchangeable between different 
makes of meters. Other branches of 
the industry are just today accomplish- 
ing similar results. 

In the meantime, the public utilities 
had not been inactive in their advances. 
New home appliances, new lamps, new 
promotional rates, new merchandising 
technique, had all done their share in 
doubling the average annual kilowatt 
hour use in the home. A few years 
ago, the slogan, “Meters of today for 
the loads of tomorrow” aptly applied, 
but today many installations require 
modernization, and every succeeding 
day that number grows. It is not an 
individual problem. It applies to every 
progressive community in the country, 
and, once again, coéperation in the 
electrical industry was called upon to 
chart the path. 

While the 


subsequently displayed in the adver- 


technical information, 


tising, Was generally known by the 


metermen, the results of obsolete 
metering extended to other depart- 
ments of the operating companies; but 
they all were reflected in these two 
fundamentals, revenue and rate of re- 
turn on invested capital. Whether ii 
be that the increase in revenue was due 
campaign, the 


to a merchandising 


modernization of a distribution system, 
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or the obsoleting of undepreciated 
equipment, the results must be added 
up in dollars and cents. 

While some advertising ideas were 1 
the embryonic stage, a Public Utilit, 
Commission rendered a decision invol\ 
ing meter depreciation. A few months 
later, an enterprising meter superin 
tendent read a paper at a Midwest 
utility convention, disclosing the re 
sults of an extended survey he had 
made of operating conditions. The: 


But still 


complete industry tie was lacking. 


ideas began to crystallize. 


Great national organizations, lik« 
the Modern Kitchen Bureau, The Bet 
ter Light Better Sight Bureau, and th 
Adequate Wiring Bureau, were ham 
mering forth facts in snappy brochure 
and merchandising promotions wit) 
obvious effect. At the 1940 Ediso 
Electric Institute convention in Atlan 
tic City, the chairman of one of thes 
bureaus was contacted and, by penc 
sketches on hotel Stationery, W 
shown the idea of using the prom 
tional material of the different bureat 
as the lead to outline the goal of the 
branches of the electrical industry and 
at the same time, show the effect o 
revenue of obsolete metering. Thus : 
idea was born, but not vet reared. 

To the able president of an opera 
ing property in the Middlewest mu 
zo the credit of finally releasing tl 
idea for full speed ahead. It was 
who wrote into the lead line, whi 
will be used in all the advertisement 
that important word “revenue.” It 
his auditor who calculated the eftec 


in dollars revenue as it applied to dit 
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* oBLoON 


SANGAMO ELECTRIC 


ONLY WATTHOURS Mleterect 


BROILER LOADS ARE PAYLOADS 








G@ Ali-PuRPOSE eROER 
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One of the color spreads in Sangamo Electric Company's campaign for modern meters now appearing in ‘Electrical South,” ‘Electrical West,” 
Electrical World,"’ and "Electric Light and Power," which by the use of a curve chart appearing in each ad visualizes the amount of lost 


revenue that occurs when a certain type of electrical appliance is used and the resultant load not measured by a modern meter. Inasmuch as 


od the gain in revenue would be the same regardless of what standard make of new meter would be used to correct the condition, the campaign 
s of benefit to the entire meter industry. But Sangamo is confident that it is getting its share of the resulting business, and in addition 


t has the prestige of leadership which is reflected in the broad-visioned campaign to 


ferent steps in the companies’ residen - 


1s tial rate schedule and definitely estab- 
lished how revenue gains would war- 
st int the obsolescence of equipment not 


completely depreciated. Thus the 
d meterman’s idea was substantiated by 
management and financial analysis. 

Then the traveling began. Definite 

ideas in layout form were presented to 

e chairman and managers of the bu 

us mentioned, to new business man- 

rs of electric service companies, to 

tors of electrical papers, and (don’: 

hocked!) to the sales managers of 

other watthour meter manufactur- 

The chairmen of the present two 

it national meter committees were 

overlooked: what started to be a 

discussion, turned out to be 4 

ference which lasted until the wee 

s of the morning, but out of it 

e the excellent suggestion from 

chairman that the rising curve of 

ige annual residential use be in- 

led in the initial advertisement 

ch introduced the series, and also 

in all subsequent advertisements 

roper reference should be made to 

juate surveys on residential operat- 

properties. Both suggestions were 
porated, 

ideas garnered from 


Thus, from 


st to coast, from competent men ia 
phases of the electrical industry, an 
ertising series has been conceived, 


er fifteen months of research, and 
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started on a national scale. It is 4 
series gleaned from material supplied 
by the entire electrical industry, with 
copy written by men in the industry, 
and with benefits accruing for all in 
the industry. With pride it is pointed 
out that the name “Sangamo” appears 
only in the signature. If this is truly 
industry codperation as it is intended, 
the company should be, and is, willing 
to receive its proportionate share of 
the benefits accruing to the industry 
and the prestige of promoting com- 
plete industry coéperation. 

In the first advertisement, we used 
the emblems of the three great na- 
tional bureaus and in each succeeding 
advertisement we will use the emblem 
of that bureau which is sponsoring the 
subject matter stressed in the adver- 
tising. Unfortunately at the moment, 
while a home appliance committee has 
been formed to handle traffic appli- 
ance sales, it has not as yet been estab- 
lished into a bureau so it doesn’t have 
an emblem which we can use in the 
series. 

The steps in merchandising this ad- 
vertising included a call on almost 
all of our key distribution centers, 
in which the theme and purpose of the 
advertising were carefully explained to 
our district officers. While our district 
men are all meter specialists, and while 
they had the information that subse- 


quently appeared in our advertising, it 


stimulate modernization in the utility field 


was somewhat of a shoc kto some of 
them to see it dramatized, and they 
were as much impressed by the dram- 
atization as were the editors of the 
electrical papers with whom this was 
discussed. 

At the end of the series, we will 
collect the advertisements in a booklet 
for general distribution to the people 
who might be interested. We refused 
requests for the series outline before 
the ads were run, because we wanted 
the subject to appear each month as a 
new subject which would, therefore, 
be new to our own men as well as the 
people reading the advertising. 

The subject of revenue and return 
on investment affects many depart- 
ments in each well-regulated utility. 
We do not expect our men to contact 
each department head of every utility 
with each advertisement. Through the 
series, though, we expect our men to 
contact the various interested depart- 
ments by discussing different items 
with the different men so that, over a 
period of a year, the subject matter 
will be familiar to the president, the 
operator, the comptroller, the auditor, 
the new business manager, the mer- 
chandiser, etc. 

The whole program is designed to 
start creative thinking on the part of 
utility executives and its effects are 
not expected to limit themselves to 

(Continued on Page 68) 
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By JOSEPH L. ROSENMILLER 





Sales Promotion Manager, York Ice Machinery Corporation, York, Pa. 


York Ice Machinery Planned 


Visual presentation of product sales features by 
three divisions keeps interest of men_ stimulated 


@ THIS YEAR the York Ice Ma- 
chinery Corporation is conducting a 
series of thirty-eight separate sales 
meetings—thirty meetings on air con- 
ditioning, industrial refrigeration, and 
accessories and supplies for York’s 
branch industrial sales engineers; and 
eight dramatized commercial _ sales 
meetings for York distributors. 

Each York sales division has its own 
“road show,” so to speak. The Indus- 
trial Refrigeration Division is making 
the rounds of the ten main York 
branch offices on its “own hook,” and 
the Air Conditioning and Accessories 
Divisions are doing the same. The 
Commercial Division has its own 
itinerary. 

In any one branch office these vari- 
ous different sales meetings are sched- 
uled about a month apart so they 
won't all be over at once. Conse- 
quently York salesmen’s enthusiasm 
will be maintained over a longer period 
of time. 

Last year York had four big meet- 
ings in different key cities, of a highly 
dramatized nature, which included 
everything at once. This year’s scheme 
permits thorough specialization, smaller 
sales groups, and more intimate con- 
tact with individuals. In addition, 
ifter each meeting, the York home 
othce ofhcials have a few days to spend 
in the field working with individual 
salesmen and securing a more intimate 
knowledge of the markets. 

Already there has been a number of 
expressions of satisfaction on the part 


of York sales engineers. They are glad 
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A number of exhibits such as this one showing construction and sales features of new 
equipment, and sound slide films are being used successfully by York Ice Machinery 
Corporation, York, Pa., in a series of field meetings as part of its planned selling program 


to have had a chance to actually “sit ous slides are being used and auto 
down and talk” with officials from the 
home ofhce about their various prob- 
lems, and are glad also to have them 


matic slide films are being presented 

these meetings, to aid York salesm« 
in selling new prospects on the deve 
opment, construction, and applicatio 
of York industrial refrigeration equi; 


along on calls. 
Among the subjects touched on by 
the Industrial Refrigeration Division, ment. 
headed by R. E. The Air Conditioning Divisio 
quick freezing, ammonia absorption re- headed by W. E. Barnum, manager, 
covering all phases of large-scale i: 
(Continued on Page 100) 


Miller, manager, are 


frigeration systems, meat packing, in- 
dustrial sales promotion, etc. Numer- 
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Advertising manager has responsibility of building 


adequate company defense to survive coming trade war 


Midwest Conference Discusses Plans 
for Post-War Business 


@ WHILE 


confronted with a “terrible urgency” 


business management is 


to produce the equipment needed to 
complete the nation’s defense program, 
the industrial advertising and sales pro- 
motion manager is faced with an op- 
portunity to prepare “company de- 
fense” as a protection when normal 
markets make their return. Along 
these lines of thought the Midwest 
Regional Conference of the National 
Industrial Advertisers Association 
spent the entire day of April 18 in 
Chicago listening to a program themed, 
“Industrial Advertising During De- 
fense—and After. 


The meeting was held under the 


” 


joint sponsorship of the Chicago, Mil- 
waukee, St. Louis, and Indiana chap- 
ters of the NIAA, with Frederic I. 
Lackens, manager, The 
City, 
Ind., and president, Engineering Ad- 


vertisers Association, Chicago, general 


advertising 


Hays Corporation, Michigan 


chairman, and W. Lane Witt, assistant 


advertising manager, Crane Co., pro- 
gram chairman. Assisting Mr. Witt 
were J. A. DeLo, advertising manager, 


Continental Steel 
komo, Ind.; Carl B. Dietrich, advertis- 
ing manager, Wagner Electric Corpo- 


Corporation, Ko- 


ration, St. Louis; Van B. Hooper, sales 
promotion manager, The Louis Allis 
npany, Milwaukee; and Norman D. 


~ 


Buehling, vice-president, The Fensholt 
Arnold J. An- 
manager publicity, 
yrus-Erie Company, South Mil- 
kee, was promotion chairman. 


pany, Chicago. 
S, assistant 


; sia 
© morning session was presided 


by W. D. Murphy, Reincke-Ellis- 


their likely trends through the pre- 
paredness and possible war period and 
pointed out the industrial advertising 
manager’s responsibilities in relation to 
them. His address is summarized on 
page 23. 

Richard P. Dodds, 
NIAA, and advertising manager, Trus- 
con Steel Company, Youngstown, O., 
also emphasized the advertising man- 
ager’s importance in keeping his com- 


president of 


pany headed the right way market-wise 
and suggested a program whereby he 
might build up company defense for 
the inevitable battle of trade to come. 
Full details of Mr. Dodds’ plan are 
presented on page 21. 

Raymond Moley, contributing edi- 


tor, Newsweek, not scheduled on the 
briefly 
He referred to the 


program, spoke during the 
morning session. 
ordeal which management is going 
through today due mainly to the short- 
age of trained personnel and workers 
because of mergers and limited promo- 
tions made in the ranks since 1930. 
Reminding his audience that war is a 
scrambling of industries, he emphasized 
the necessity for maintaining the 
identity of companies making up in- 
dustries, which can be done most eco- 
nomically and effectively with adver- 
tising. 

The seriousness of the situation with 
reference to the war and this coun- 


try’s preparedness program was im- 








A couple of prominent industrial executives get in a few advance questions regarding the 
preparedness program to Mason Britton, chief of the tool section, Office of Production Man- 
agement and vice-chairman, McGraw-Hill Publishing Company, before he spoke at the 
luncheon session of the NIAA Midwest Conference at Chicago last month. On the left is 
Robert M. Gaylord, president, Ingersoll Milling Machine Company, Rockford, Ill., and presi- 
dent of the Illinois Manufacturers Association, who introduced the speaker, and at the right 
is B. C. Heacock, president, Caterpillar Tractor Company, Peoria, Ill., prominent industrial leader 


nggreen & Finn, Inc., Chicago, 

| vice-president, NIAA. Keynoting 
: conference, E. L. Shaner, editor-in- 
Steel, reviewed the problems 

h confront industry and projected 
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Van B. Hooper, The Louis Allis Company, 

















Milwaukee, chairman, listens attentively while 


J. Hazlewood, Gisholt Machine Company, Madison, Wis., leads off in the discussion in the 


departmental on 


How to Get Business After the Defense Boom,’ at the NIAA Midwest 


Conference at Chicago. Five other members participated, giving a wide variety of opinions 


pressed upon the conterence during the 


luncheon session which attracted a 
large number of leading industrial ex 
ecutives of the Chicago area to hear 
Mason Britton, chief of the tool sec 
tion, Othce of Manage 
ment, Washington, D. C., ind vice 
McGraw-Hill 
Company Mr. Britton chose for his 


The Four M’s—Money, Man 


in W hic ! 


Production 


chairman, Publishinz 


subject, ' 
power, Munitions, Minutes,” 
he declared It is later than we 
think.”” He was introduced to the 
sudience by Robert M. Gaylord, presi 
dent, Ingersoll Milling Machine Com 
pany, Rockford, Ill., 


Manutacturers 


and head of the 
Illinois Association, 
who since has become a member of 
the OPM. 

Although this country has its prob 
lems in connection with the Zigantic 
production task it has planned, Mr. 
Britton is optimistic about its progress 
and quoted off-the-record figures to 
visualize the incomprehensible strides 
being made. While every selfish and 
group interest must be subordinated to 
the success of the material defense 
program, the speaker stressed the need 
for a moral and mental conditioning 
is equally important, 

Illustrating the progress being made, 
Mr. Britton pointed out that whereas 
peak production of the machine tool 
industry in 1929 amounted to $250, 
000,000 in value, the production ot 
1941 will have a total value of $751,- 
000,000. Referring to the raw mate 
rial situation he revealed that the 


235,000,000 


normal production ot 


pounds of aluminum ingots per month 


has been increased to 40,000,000 


pounds per month as of today and will 
each ipprox mately 70,000,000 
pounds monthly by the end of 1941. 


theiency of 


Che speaker pr used the 
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the heads of the Army and Navy De- 
partments and said he has found it ro 
equal in every way that of industrial 
execulives, 

Mr. Britton introduced Col. Donald 
Armstrong, executive ofhcer of the 
Chicago Ordnance District, who dis- 
played a few examples of munitions 
and equipment now being made in the 
Chicago area and quoted delivery fig- 
ures to illustrate the huge volume of 
material now being turned out by in- 
dustrial plants without interruption of 
their normal programs. 

The afternoon session was devoted 
to a series of departmentals, the main 
subjects of which are reported fully 
on other pages of this issue. In the 
one on “How to Get Business After 
the Defense Boom,” presided over by 
Van B. Hooper, The Louis Allis Com- 
pany, six men presented brief views on 
the subject. Clifford F. Boyer, presi- 
dent, Kwick-Kut Mfg. Company, St. 
Louis, suggested that NIAA set up a 
committee to contact leaders of in- 
dustry, bankers, editors of business pa- 
pers, and executives of adv ertising 
agencies to get their opinions as to 
what may be expected in way of re- 
action after the war period in order 
to provide something authoritative for 
advertising managers to show manage- 
ment to back up arguments for greater 
preparedness in the marketing pro- 
gram. This, he said, would provide 
a basis for planning programs for what 
may prove to be difficult times ahead. 

“We as a nation are preparing for 
any eventualities,” Mr. Boyer pointed 
out. “We as individuals responsible 
tor definite results should carefully 
plan and prepare for a time that will 
require every ounce of our energy and 
ability. It will be a serious trial, but 


at the same time it offers a rare oppor- 
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tunity to prove to management the al 


solute necessity of advertising a1 
sales promotion effort. It will sho 
just how important these functior 
are in the distributive organization 


Jackson Hazlewood,  advertisi 
manager, Gisholt Machine Compan 
Madison, Wis., suggested that the ad 
vertising department should carry « 
an educational program in movies an 
other media to keep markets famili 
with products and their performan 
possibilities. Internal promotion al; 
should be maintained, he urged. 
In preparing for the future, now 

a good time to redesign products, c 
érdinate types and sizes, and then pro 
mote them with advertising so the 
for the personal sal 


French, St. Lou 


will be ready 
effort, Oakleigh R. 
agency head, suggested. 

The Chicago Bridge & lron Com 
pany, Chicago, according to Milo | 
Smith, advertising manager, will cd 
pend on certain special products fo: 
part of its volume of business after th 
defense boom, but is now developing 
some new fundamental products which 
will be needed at that time. These 
latter products are being promoted in 
a normal way so that the company wil! 
be known as a regular supplier whe 
the market opens up. 

Arnold J. Andrews, assistant man 
ager publicity, Bucyrus-Erie Company, 
South Milwaukee, suggested that ad 
vertisers should continue to promot 
their products just as they have been 
doing because only part of their pros 
pects are in the market now, and duc 
to the greater replacement of man 
power today because of heavier bur 
dens, many new buyers are continually 
coming into the field, all of whom need 
cultivation up to the buying point. 

Harvey T. Scribner, president, Rus 
sell T. Gray, Inc., Chicago agency, 
vanced the idea of turning the sal 
force loose to develop new marke: 
if they are no longer needed in o 
markets. Now is the time for the sn 
concern to get in while larger on 
are sold out and cannot render ad 
quate service. Industries which 
be in the best position after the 
should be cultivated now. The exp 
field also offers many opportunit 
He advised that advertising should 
encourage immediate response if 
liveries cannot be made, so as to a\ 
aggravating buyers. 

The day’s program was terminat 
with a dinner and entertainment in 
Panther Room of Hotel Sherman 
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by RICHARD P. DODDS 


Advertising Manager 
Truscon Steel Company, Youngstown, O 





Promoting Company Defense in the 
Aduertising Department 


While industry is busy on national defense, the ad- 


vertising manager must prepare his company for peace 


INDUSTRY is 
into action on the 
National 

There are two objectives: Aid to Brit- 
ind defense of U.S.A. Which ob- 


primary and which sec- 


@ AMERICAN 


ist program of Detense. 


ective 1S 
mdary is irrelevant to the purpose of 
Ms disc ussion. 

[he purpose of this discussion is to 
ttempt to determine how the indus- 
| advertising manager can function 
the best interests of his company 
1 his country. 

\t this point, let us remember that 
re are more than 130 million peo- 

n the U.S.A. 


n are eventually 


And if five million 
drawn into the 
var machine and twenty-five million 
ind women are required to equip 
| to feed them, we still have around 
million people who must carry 
their regular routine of life. 
Vhen we hear talk about an “all- 
defense program for American 
istry, let us not forget that, even 
sub- 


I actual war conditions, a 


tial part of American industry 

be reserved to care for at least 
essential needs of around 100 mil- 
people who must continue with a 


The re 


be no such thing as an “all-out” 


military routine of life. 
ram of national defense for Amer- 
industry without an internal col- 
that would weaken and possibly 


oy our ability to resist a foe. 


ldress by the president of the Na- 


industrial Advertisers Association 
he Midwest Regional Conference, 
April 18 
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We must face the fact that a sub- 


stantial part of American industry 
must be permitted to operate on the 
side of regular routine production. 
That may clear the atmosphere for a 
calmer, saner view of the situation as 
it effects industrial advertising and 
the industrial advertising manager. 

Let us consider a specific case as it 
is typical of what hundreds, perhaps 
thousands, of companies are facing, or 
will face, under the conditions of the 
National Defense program. 

We will assume that this typical in- 
dustrial concern is devoting twenty 
per cent, fifty per cent, or seventy 
per cent of its productive capacity to 
defense business, either on direct con- 
tracts or on sub-contracts. This com- 
pany is necessarily “defense-conscious.” 
Its management and its employes are 
thinking more and more about defense 
business and less and less about regu- 
lar business. That is right as far as 
the producing end of the company is 
concerned. 

But let us not forget that World 
War No. 2 has not yet reached our 
shores. No country has yet declared 
war against us nor have we declared 
war against others. War may come 
either way. But either way, we still 
have to remember that wars come and 


go and World War No. 2 will end, in 
What then? 


Our typical industrial concern and 


a year, in two, in five. 


thousands like it will again find that 
when war orders stop, competition 


starts. Now to the point. 


prepa red ness 


If the 


against the uncertain future 1s sound 


principle ot 


for a nation why should not the same 
principle be sound for our typical in 
dustrial concern? 

Specifically, when a company is de 
voting all or nearly all of its produc- 
tive energy to help protect its country 
against possible aggression, why is it 
not the duty of the company to devote 
some of its readily available energy to 
protect itself against absolutely certain 
competition when the emergency or 
war itself has ended? 

Here, again, let us look at facts. 
Some companies will feel the tapering 
off and possibly complete cessation of 
war business long before other com- 
panies. Insofar as industrial produc- 
tion for national defense is concerned, 
we can roughly divide industrial com- 
panies into three classifications: 
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Waiting for the tables to be filled at the NIAA Midwest 
Regional Conference luncheon: H. A. Houston, A. B. Chance 

ompany, Centralia, Mo.; Thomas Hudson and Edward Allen 
“Electric Light and Power," Chicago; John Mullen, Jr., and 
W. N. Whitehill, Fisher Governor Company, Marshalltown, la. 
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From St. Louis and points south the NIAA Midwest Conference at Chicago last month 
was well attended including the group around the luncheon table: Arthur Koehler, Frank 
Adam Electric Company; F. G. Japha, Ellis Plan; Charles W. Bolan, Carter Carburetor 
Company, all from the Missouri Metropolis; Jesse Gorov, Chicago; George C. McNutt, 
R. G. LeTourneau, Inc., Peoria, Ill.; and Howard H. Cohenour, The Buda Company, Harvey, Ill. 


whose products go into the construc- 
tion of factories, barracks, canton- 
ments and other defense buildings. 
2. The Building Equipment Group. 
Those whose products equip the fac- 
tories, barracks, cantonments and oth- 
er defense buildings. 
3. The Military 


Munitions Group. Those whose prod- 


Equipment and 


ucts are made with the equipment of 
Group 2 in the buildings erected with 
the products of Group 1. 

Group 1 concerns will necessarily 
slow down on war business long be- 
fore the cessation of the defense pro- 


gram. It is this group of manufac- 


turers who must face a competitive 
struggle for business at an_ earlier 
phase of the cycle of wartime to peace- 
time operations. Let such companies 
raise their sights now to the time when 
Uncle Sam goes out of the market as 
1 buyer. 

Here is where the industrial manager 
ind his staff, if he has one, can swing 
into action in company defense work 
while the producing part of the com- 


pany is working on national defense. 


Digressing for a moment, there is a 
definite analogy in the product devel- 
opment and the market development 
of our typical company. In the deep 
depression years, our typical company 
faced the alternatives of releasing its 
engineers from the payroll or retaining 
those trained men to develop better 
products as a defense measure against 
competition W hen business came back 
into action. Assume that our typical 
management wisely retained its engi- 
veering staff. The result was a pro- 
gram of product development that ma- 
terially strengthened the company’s 


position when markets came to life 


22 


and competition in those markets be- 
came a major problem of manage- 
ment. 

Mark that the policy of product de- 
defense policy. 


Management knew that no immediate 


velopment was a 


financial returns could be expected un- 
der the conditions existing in depres- 
sion years. Management was preparing 
for an uncertain future. 

Now conditions have shifted. Engi- 
neers have no time for product devel- 
opment. Their work of the depres- 
sion years is now coming to the aid of 
Britain and our own country. But 
the farther and farther that our typi- 
cal industrial concern goes over to 
defense business the farther and far- 
ther it moves away from regular busi- 
ness and long established connections. 

The time is ripe to call upon the 
advertising manager for company de- 
fense! 

The advertising manager can help to 
hold the good will of long established 
connections. It is a huge job, but it 
can be done. It must be done if our 
typical company expects to defend it- 
self against the inevitable day when 
it must again look to its old estab- 
lished connections for business. 

The managements who formulate 
such a program of company defense to 
run concurrently with the program of 
national defense are certain to be in a 
stronger position when the time 
comes. Such a program and its at- 
tendant cost must be considered on 
exactly the same basis as a product 
development program in the lean years 
of a business depression. Both types 
of activities are definitely defense pro- 
grams. 


A brief outline of some of the im- 
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portant elements of a company de 
fense program as conducted by an in 
dustrial advertising manager are 
follows: 

1. Keep distributors, dealers an 
customers informed about product 
product applications, the reasons fo 
price changes, delayed deliveries, px 
orities that stop or sharply curtail reg 
ular business procedures, etc. 

2. Protect brand names by keep 
ing those brand names in the minds of 
people whom you must look to later fo: 
business. You may not be able to sell 
those products NOW but you must 
sell them again SOMETIME. Don’ 
let your markets forget them while re 
membering and buying the brands of 
a more far-sighted competitor. 

3. Tell your long established con 
nections the FACTS. Not one worth 
while connection will criticize a com 
pany for failure to do business as usual 
when even schoolboys know what in 
dustry is up against in these days of 
preparedness. But tell them som 
thing! DON’T IGNORE THEM! 

4, Our typical company’s catalogs 
have never been modernized. Year 
after year, engineering data changes 
have been made on the old pages, a new 
front cover design whipped into shape, 
and the same old, uninteresting, life- 
less pages have gone out to live again 
for another year. 

Lack of time in normal times is the 
chief reason why so many catalogs of 
1941 look like catalogs of 1921. But 
now and for an indeterminate period in 
the future, the advertising manager 
can take time to cast critical eyes on 
his company’s catalogs in respect to 
redesigning them, bringing them uy 
to-date, injecting new life, SELLING 
life, into them. 

Catalogs need not look like morgu« 
of statistics. Modern catalogs can ca 
ry the identical information conveyed 
by the old funereal catalogs of 
twenties and yet be ALIVE, YOUTH 
FUL, INTERESTING and capable 
doing a real SELLING job. 

That’s a defense measure for any t 
sighted company to hand over to 
advertising manager. 

5, Direct mail campaigns, in 
mal times, are often not planned © 
the care and precision they requir: 
merit results. Again, lack of time 
the chief cause of poor planning 
disastrous results from direct mail 

Why is it not an important ph 
of company defense to have the ad\ 

(Continued on Page 68) 
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y E. L. SHANER 
Jitor-in-Chief, "Steel" 





An analysis of the advertising ‘manager s task under 


today’s conditions; how he can prepare for the future 


@ A FEW WEEKS AGO there was 
an epidemic of alarming rumors about 
sxcute shortages in certain “critical” 
materials and products. In some cases 
the shortage was real; in others it 
was grossly exaggerated or even non- 
existent. Knowing that the unfavor- 
ible publicity—some of which was 
directed pointedly at specific compa- 





nies—would do lasting harm if it 
were untrue, some of our editors 
pleaded with the accused companies 
to state the facts clearly so that we 
could acquaint our readers with the 
truth. 

Some of the companies came 
through with frank statements of the 
uctual situation. These helped tre- 
mendously to clear the air of un- 
truths, rumors and false accusations. 
We think they preserved good will 

ich otherwise would have been im- 

red or destroyed. 

\ few companies did not respond 

possibly for good reasons. But the 

n point is that, under present con- 

ons, the disposition of a manufac- 

r to be frank with his customers 

pay liberal dividends. Even the 
ingness to try to explain is appre- 
ed by customers. 
does this not offer a clue to a wide- 
n opportunity for those of you 
» are entrusted with the sales pro- 
tion or advertising policies of your 
panies? In these days of so much 
understanding, is it not your func- 
to keep alive your contacts with 
tomers so that through these con- 


mm an address before the NIAA Mid- 
t Regional Conference, Chicago, April 
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tacts you may explain your company’s 
position, policy or attitude on mat- 
ters pertaining to the vendor-customer 
relationship? 

Some ef you probably are doing this 
now. Numerous companies are em- 
ploying advertising for this purpose to 
excellent advantage. Perhaps other 
speakers on the program today will 
dwell upon this opportunity in detail. 
If you will devote attention to this 
job of helping to explain the other 
fellow’s problem, you will be doing 
two constructive things: 

1. You will be keeping alive your 
customer contacts. 

2. You will be helping to create a 
better understanding which is so es- 
sential to the preservation of private 
enterprise in this nation. 


And now, we may ask, what lies 
ahead? What may we expect during 
the uncertain number of days, weeks, 
months—or even years—which will 
elapse bef ore peace comes to our trou- 


bled world? 


questions with any degree of certainty. 


No one can answer these 


Judging from the experience of the 
first World War and from what we 
can learn of the present conflict, it 
would be my guess that we are in for 
a long period of hectic defense ac- 
tivity. 

Again, a greatly increased intensity 
of war effort may play havoc with 
your personnel problems. Many of 
you have assistants, whose attention 
to the routine of your office permits 
you to get around to see customers 



















and to otherwise broaden the scope of 
your service to your employers. 

If this nation becomes an active 
belligerent—and the likelihood of that 
seems: to be growing every hour—the 
number of men drafted for military 
service will be doubled, tripled, or 
quadrupled. This will tend to deplete 
the ranks of your organization. Bet- 
tlenecks in manpower will occur. The 
exigencies of intensified defense may 
force you to yield some of your as- 
sistants to other departments—con- 
sidered temporarily to be more impor- 
tant than yours. You might be well 
advised to be keeping a weather eye 
for personnel, which, while serving 
your purpose, would be immune from 
draft or assignment to other duties. 

We could go on indefinitely on the 
contingencies which may arise dur- 
ing the defense period and which will 
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All set for the luncheon session of the NIAA Midwest Con- 
ference at Chicago last month: J. W. Christensen, Hamilton 
Manufacturing Company, Two Rivers, Wis.; H. A. Fuhry, E. F. 
Schmidt Company, Milwaukee; Walter Schrump and Paul 
Miller, R. G. LeTourneau, Inc., Peoria, Ill.; Ewing Graham, 
Putman Publishing Company, Chicago; R. M. Wall, Burgess 
Battery Co., Freeport, Ill.; Ira Ogilvie, E. F. Schmidt Co. 
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-Mpinge upon your present duties as 


advertising managers. However, the 


recital of these few should indicate 


that you face a period of great un- 


certainty, of unexpected events and 


of constantly changing problems. You 


will know intuitively that your best 


defense against these contingencies 1s 


in alert mind ind a disposition to 


idapt yourself to new — situations 


quickly and easily. 
Constantly study the problems con 
your which nor 


fronted by company 


mally would fall to the sales and mer- 
chandising departments. Try to keep 


1 step or two ahead of the sales man- 
iver in your thinking as to how to an- 


Keep 


the methods that 


ticipate or meet these problems. 
in mind constantly 
used to keep alive contacts 


think 


the printed word ean do the work ot 


can be 


with customers Try to how 


i man with 1 briet case ind in ex 


pense account 
Above all, keep eternally at the job 


of ‘selling’ to everybody around you 


the importance of maintaining the 


functions and attributes of good mer 
chandising and selling even when your 
ibsolutely 


has nothing in 


company 
the way of material, product or equip 
ment to sell at the moment. 
Remember you can always sell good 
will and prestige, and no matter what 
happens, the day will come when the 
will customers 


company again xo to 


on bended knee for orders. Keep that 
live in your company’s ex 
key 
company’s survival and it may be your 


br ‘ad 


thought 


ecutive family. It is the to the 


ind butter. 


But day the war will end 


What 


That day will mark the beginning 


SsOTTC 
then? 
of the period when your company 
will begin to reap the harvest of the 
sales promotion and advertising work 
you have been carrying on in the face 


of grave obstacles during the emer 


gency It will be the day when the 
buyer again will ascend the throne. 
It also will be the dawn of the 


vreatest hango\ el this poor world has 
ever witnessed. 


We can only 


whether the aftermath of the present 


hazard a guess as to 


war will resemble that of World War 
No. 1. I think there will be many 
points of similarity. For instance, 


the automobile industry is credited 


with having helped this nation to ad 


just its economy to peacetime pur- 


suits after the armistice. Do we have 
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Let's Talk About ZINC For A Moment 


THE NEW JERSEY ZINC COMPANY 


Peon ner ow YORK.N ¥ 


ee 


The New Jersey Zinc Company makes this 
intelligent use of advertising to suggest to 
customers how they may codperate to relieve 
the pressure for delivery of zinc needed in 
the defense program and at same time take 
care of their own requirements temporarily 


any industry in sight now w“ hich 


might perform the same service when 


this war ends? 


We have one, and possibly others. 
The airplane seems destined to go as 
toward man’s 


transforming way 


The 


is air-minded. It 


tar 
of living as did the automobile. 
youth of America 


even more so at the end of 


The 


1cronautics, stimulated so vigorously 


Ww ill be 


the war tec hnical 


progress in 
by the experience of war, will be re- 
flected in the design and construction 
The 


airplanes, coupled with the 


of postwar aircraft. manufac- 


ture of 
may 


business of air transportation, 


well help materially in easing the 
transition from war to peace in this 
country. 

For other possibilities watch the 


chemical industries—particularly those 
Watch 


The present 


concerned with synthetics. 
also the food industries. 
trend toward reinforcing food with 
vitamins—now in its infancy—may 


be revolutionary in its ultimate de- 
velopment. 

Also keep in mind the effect of re- 
At the end of the first World 


War the United States had compara- 


search. 


tively few laboratories endowed, 
equipped or manned to probe the 
mysteries of science. Today this na- 


tion has probably as much as ninety 
the world’s facilities for 


the 


per cent of 


research. It has the cream of 


world’s scientists. It has great poten- 
tialities for developing new products 


and methods. 








And this brings us to a consider 
tion of the battle royal which w 


ensue between rival materials, pro 


ucts and methods when peace come 
All of the products ousted temporari 
accustomed markets | 


from their 


the exigencies of war will be fightin 


fiercely to regain their lost market 
New products—some of them “w 
babies” —will be struggling for the 
place in the sun. 

I do not need to tell you that th 
unprecedented rivalry will be grist f 


your mill. 


vertising managers, you will be rig! 
in the front line trenches—or shou 
I say the foremost bombing squadro: 
—of this battle. Your thinking, you 


plans, your execution of those pla 


will determine in a large degree how 


your company 


product rivalry. 


Putting these three periods 


gether, we obtain a sequence in which 


you, as advertising manager, first ar 


concerned with an explanatory job 


more or less in lieu of an 


effort directed toward immediate sales 


Next will be concerned w 


you 


keeping alive the importance of ad 


vertising as attention to war driv 


normal peacetime concepts 


And 


into the background. 


when peace comes, you will be faced 


with the necessity of 


speed ahead to stimulate direct sales 


state this even 


To 


briefly, you 


seq uence 


are destined from no 


until the end of the war to deal wit 
vour job 


unorthodox functions of 


to engage in expedients to bridge 


normal conditions; after the war you 


return to your normal functions 
with unprecedented vigor. 

And now you may ask, “What « 
for that hect 


1 do now to prepare 


postwar ordeal? Isn’t there a way 
which I can be pointing toward 
day when our company can resi 
its normal business?” 

There is a way and you can do 
although it may not always be « 


The 


know that its long-term success 


executives of your comp 


pends upon its normal service 


peacetime customers. They realiz 
well as you do that wartime bus 
is not profitable in the long run. 1 
are anxious to get back to norm 
quickly as possible. 
But wars are fought under the s 
of powerful national emotions. Sh 
(Continued on Page 99 
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As sales promotion or ad 


survives the ordeal ot 


id\ ertising 


further 
finally, 
driv ing ful 


mors 








1 














‘ 
4 
j 
, 


| 


‘ 





\ 


) 

















a 


Mins ¢ My, = 








By WILFORD YORK 
Hoffman & York, Milwaukee 


Standards Jor Media Data te Reduce 
Waste in Space Buying 


A six-point plan for standardization of publication 
data to facilitate selection of the most suitable media 


@ FOR THE SUCCESS ot advertis- 
ing and our personal success as well, 
we advertising men need to concen- 
trate on the main issues that readily 
company’s 


termine Ww hether the 


sales go up or down. Now that this 
fascinating business of advertising has 
1cquired so much new technology, we 
must take care to avoid missing these 
main issues because we are preoccu- 
pied with the interesting details of 
ou iobs. 

[he money player in advertising 
concentrates on two fundamentals— 
getting access to a market, and de- 
livering a selling message to that mar- 
ket. I am going to confine myself to 
the first phase, getting access to a 
market—in fact, to only one aspect 
of that subject; namely, the tools we 
get to work with in evaluating the 
media that will give our employers 

most effective, economical access 
to markets. 

refer particularly to the written 

rmation we get from publishers 
ind suppliers of all kinds, to aid us 

nedia and source analysis, and to 
us sell management on the use- 
ess of advertising itself. I here 
the term “media” in its broadest 

to include not only the chan- 
of advertising distribution, such 
ublication and convention exhibit 

but also the materials of ad- 
sing, such as drawings, motion 
ire films, and lithographic plates. 
hile this discussion applies most 


cularly to publications, every- 


address before e NIAA Mid- 
nal Conference Chicago, April 


)USTRIAL MARKETING, May, 1941 





Wilford York, Hoffman & York, exhibits some 
publication data in the form that is most 
helpful to advertisers and that contributes 
to eliminating much waste in space buying 


thing that we are saying may be ap- 
plied with equal force to all the other 
media and materials we employ. 

If we are competent advertising 
men, we spend a large part of our 
time listening to media representatives, 
analyzing the material they furnish, 
pursuing our own independent inves- 
tigations regarding it, and weighing 
our conclusions. At present, much 
of this time is wasted . . . much of 
our employers’ advertising money falls 
short of accomplishing its full pur- 
pose . . . and, worst of all, the top 
management forms an_ unfavorable 
impression of advertising—and, there- 
fore, of you and of me. 

In most businesses with which I 
am familiar, the general mail is ex- 
amined by an officer of the company. 


I ask you to consider, at the end of 


this discussion, how much damage 1s 
being done by some of the present 
forms of media promotion—especially 
right now when, with material short- 
ages and oversold conditions, the axe 
is suspended over many of our appro- 
priations, and perhaps over our own 
heads. I propose to point out that 
much of this waste is unnecessary— 
and that, by exercising our preroga- 
tive as buyers, we can cut it out 
rather quickly and easily—thus mak- 
ing our own task simpler, and adding 
to the all-around effectiveness of buy- 
ing and selling both. 

The successful placement of adver- 
tising in today’s complex media pic- 
ture depends on two basic factors— 


Without 


information there can be no sound 


information and judgment. 


judgment—so let’s consider more and 
better information as our urgent prob- 
lem. This resolves itself into a sell- 
ing job—for after we know what we 
want, we have to sell the publisher or 
vendor on the advantages he gains by 
giving it to us. 

We therefore bring you an inter- 
pretation of a buyer’s minimum stand- 
ards for media data, in terms the 
seller can understand and act upon. 
This discussion is only incidentally 
related to the NIAA statement form. 
Such a form, however comprehensive, 
merely augments the conventional 
forms of publication promotion, in- 
stead of replacing them. In fact, its 
usefulness will be far better under- 
stood when publishers have a_ better 
over-all picture of the space buying 
function. 

First, we say to the publisher that 
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any worthy publication can accelerate 
its progress toward leadership—or, if 
it is already the leader, bring more 
business to its field—by improving the 
selling effectiveness of its advertising 
sales promotion. In our dual capac- 
ity in the agency business, we are in 
an unusually advantageous position to 
see the results—or lack of results— 
from the promotion jobs done by in- 
dividual publishers. We receive the 
material as buyers in behalf of clients, 
and we use it as sellers to clients, 
thus getting both sides of the picture. 

Out of our observations, both from 
your side of the desk and ours over 
a long period of years, we have ar- 
rived at some conclusions regarding 
buying habits which we believe are 
almost universal in the advertising 
field. We have now undertaken to 
set up some standard specifications 
which conform with those buying 
habits. 

I thought it might be easier for you 
to visualize these specifications, if | 
were to bring down here a cross-sec- 
tion of our own space-buying opera- 
tion, and show you what we try to do 
with media promotion material and 
what we get to do it with, under the 
present haphazard promotion methods. 
In presenting this material to groups 
of publishers, I have occasionally been 
a bit sarcastic, for this is one of our 
major headaches in the advertising 
business. It is even more costly to 
us, with our variety of accounts and 
media, than it is to you who are on 
the manufacturer’s side of the desk. 

It would astonish you to know how 
much the well-organized, engineering- 
minded agency spends for media anal- 
ySis. We were somewhat astonished 
ourselves when we first saw the fig- 
ures after the installation of our cost 
accounting system. This item con- 
siderably exceeds in total the cost of 
such items as new business solicitation, 
commonly supposed to be major fac- 
tors in agency OV erhead. 

Let’s start with the material as it 
comes to us in the daily mail, and 
see what happens to it. Here's a 
week’s promotion mail just as it came 
to my desk . . . If it slides off onto 
the floor, I assure you it is not an 
“act.” It happens very day. I pro- 
pose to trace the course of this ma- 
terial through the process of media 
analysis, and to set up some specifica- 


tions as we go along. 


l. Factual Content—Fast 


Some media information necessarily 
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Wanted: 


Precision a 
. Manufacturing Facilities. 


ye 








Adtrem you rey PL heeng Deeper 


| GENERAL @ ELECTRIC 


In an effort to enlist the aid of subcon- 
tractors to help speed its defense work, 
General Electric Company is using pages 
like this in “American Machinist,” ‘Factory 
Management and Maintenance,” "The Iron 
Age," and "Steel." Note specifications listed 


is of passing interest—not intended 
for filing. As buyers, we must ex- 
pect to receive a certain amount of 
such material for our general infor- 
mation. Personally, I am of the opin- 
ion that much of this general infor- 
mation could be conveyed more con- 
veniently through the pages of the 
advertising trade press, rather than 
We could stand, at 
the same time, a very great improve- 


direct by mail. 


ment in the preparation of the pro- 
motion advertisements appearing in 
these publications. 

Too often, the almost unlimited 
scope of a direct mail piece results in 
a 500-word document to carry a ten- 
word message. I resent having to dig 
down to the fifth long paragraph to 
discover the one significant fact in the 
entire piece. Certainly we don’t ask 
the media promotion man to write 
like an engineer—we have enough 
troubles of that sort with our own 
Let them drama- 
tize, let them be clever—but insist 
that they do not bury the fact or de- 
tract from it, and ask them to re- 


company engineers. 


member that the clever chap must be 
goed to make the orchestra laugh. 
No piece, however glorified, has 
any place in this picture unless it ac- 
tually conveys information—with a 
clear caption, an immediate statement 
of its source and purpose, and free- 
dom from roundabout, unrelated ap- 
proaches which obscure the main 


point. 





2. 8¥2x1l Size 

All advertising departments and 
agencies which attempt to take media 
analysis seriously maintain media data 
files. These files are bulky. 
real money to establish and operate 
them. Media data files are the first 
source consulted in the planning stages 
Frequently they pro- 


It costs 


of a program. 
vide the basis for preliminary deci- 
sions as to choice of media—or even 
markets—long before the advertise: 
cares to reveal his interest by a direct 
request to the publisher for informa 
tion. 

It is astounding, but true, that a 
very large share of incoming media 
information does not fit these files and 
must be thrown away at once. lt 
seems incredible to many, but it is a 
fact that we must start this far back 
with our program for media data 
standards. 

Unfortunately, these oversize pieces 
frequently contain the very informa- 
tion which, if available, would have 
the greatest permanent value. They 
also represent in many cases a high 
unit cost of preparation, and conse 
quently an enormous waste. Our sec- 
ond specification, therefore, is a very 
obvious one—that all material be 8! 
x 11 inches in size, or fold readily to 
that size. 


3. Loose Leaf Form 

Assuming that we have preserved 
an 8! x 11-inch factual piece in our 
media data file, its next use is in ac 
tually constructing a plan or schedule. 
In our own media department, we 
usually assemble the data pertaining to 
a given account or field in a ring 
binder, for temporary use during the 
planning season. 

The same problem always arises 
Major pieces in continuous book form 
are unwieldy and frequently unusable 
We often have to tear apart and de 
stroy an expensive book in order to 
get the two or three pages for which 
we have room in our binder. _ Irrek 
vant material usually appears on th 
backs of the pages. 

We can’t be bothered with carry 
ing 20 or 30 pounds of material fron 
one conference to another, then fum 
bling through bulky pieces to find t! 
desired reference—so we mutilate th 
material or leave it lying idle in th 
file. Therefore, our third specific: 
tion is that we want this material 
loose leaf form, in independent unit 

. . not with subjects continued fror 

(Continued on Page 82) 
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dia ARMSTRONG CORK COMPANY | ARMSTRONG CORK COMPANY 
nd Division de Expartacion + Lancaster, Pennsylvania, E. U. A- : Division de Exportacion ? Lancaster, Pennsyleania, E.U. A. 
It 
Po Brent pages in “El Farmaceutico” and “Ingenieria Internacional” which are being used by Armstrong Cork Company in its expanded export promotion campaign in Latin- 
ck bn countries. Three “travelers maintain frequent contact with the company's forty-six commission representatives and more than fifty wholesale distributors in 
ita fies south of our borders. The sale of Armstrong Cork Company products in Latin-American countries are now eight times greater than the total volume reached in 1933 
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. Latin-American Trade 
coal 
to 
| Training of commission representatives in the field 
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ut results in vastly increased volume in a few years 
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le. 
Ve 
to @ IN RECENT YEARS, increased By WILLIAM D. SHILLING companies at the present time in these 
“ effort has been directed by American Manager News Bureau, Armstrong countries. 
Kk ndustry toward the development of Although the Armstrong Cork 
prospective markets in Latin America. Cork Company, Lancaster, Pa. Company had been engaged in export- 
. Some manufacturers for a considerable ing for many years, it was not until 
n xd of time have realized the poten- 1941. In addition, a four page inser- 1930 that officials of this progressive 





wa Armmetrone. te Avm 
- ' 


| pas.s 






marketing possibilities existing in 
countries and, as a result, they 
dy have efficient sales organiza- 
operating in the field, with sub- 
tial sales volume gains being re- 
led. A number of companies are 
lucting advertising campaigns in 
sh language papers and _ trade 
ils to further increase and con- 
ite the progress they have made 
ese markets. 
ne of the latest to announce a sus- 
d advertising campaign in Latin 
rica is the Armstrong Cork Com- 
which will carry twenty-six full 
advertisements in two Spanish 


lage trade papers, Ingenieria Inter- 


nal and El Farmaceutico during 
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Armstrong Anuncia 


el PHENIX 


UNA NUEVA CLASE DE FRASCOS PARA LOS 
FARMACEUTIC OS PROGRESISTAS DE LAS AMERICAS 





tion will be used in the current Buyers 
Guide for Engineering and Industry, 
directed to the Latin-American coun- 
tries, along with a direct mail cam- 
paign in which ad reprints will be 
mailed to business and _ professional 
men. 

This advertising is intended to help 
the Latin-American sales organization 
of the company—developed for the 
most part within the past ten years— 
reach a broader consumer market than 
has heretofore been possible. In a sense, 
it marks another step in a long-range 
program for expanding foreign sales 
which was inaugurated by Armstrong 
in 1930. 


conducted by a number of American 


Similar programs are being 


a 

























American concern decided to intensify 
their efforts toward the developing of 
a trained foreign sales organization. 
Prior to that period, the export man- 
ager did the traveling himself, selling 
various products in the countries in 
which he visited. Obviously, there 
were lapses of months and even years 
before this representative could return 
to certain of these territories; and, al- 
though sales continued at a fairly level 
rate, further development of these 


markets was impossible under this 
system. 

In order to partially eliminate this 
condition, four young college gradu- 
ates were hired by Armstrong. These 


(Continued on Page 95) 








En TODAS las Américas, irmstrong es el 


centro abastecedor de materiales para pisos 



















By NORMAN D. BUEHLING 


Vice-President, The Fensholt Company, Chicago 


How te Determine the Correct Size 
Aduertising Appropriation 





Four steps in the process of building an advertis- 


ing program to do an adequate job without waste 


to determine how 


@ IT IS difhcult 
much should be spent in advertising 
an industrial product because direct 


results are not easy to measufe, An 


advertiser knows exactly how much 


he spends. But how can he tell what 


he gets for his money? How can he 


evaluate prospects in 


And if 


he cannot do that, how can he know 


impressions on 
terms of dollars and cents? 
if he is spending too much or too 
little? 

We all know that advertising is used 
And 


dollars and 


to increase sales. sales can be 


measured in cents. But 


there are many tactors that may be 


responsible for an increase in sales. 


How can we tell how much of our 
selling success was due to ad\ ertising 
ind how much of it was due to the 
salesman, or the product, or price, or 
service, or business condition or lack 


All of 


have some influence on 


of competition? these factors 
sales volume. 
That's why it is so hard to say, “We 
for advertis 


$90,000 back 


spent $30,000 last year 


ing, and as a result got 
in profits that we wouldn’t have had 
if we hadn't advertised.” 

| don't propose to reveal an “open 
sesame” to the appropriation problem. 
But, in the first portion of this period, 
I would like to outline two basic meth 
ods of arriving at an advertising ap- 
The first method is the 
The 


propriation. 

“A-C method 

“P&S” method. 
The “A-€ 


chair” method. 


second is t he 


“Arm- 


To show you just how 


method is the 


\r sdadre before the NIAA Midwe 
(C‘onference Chicag April 1S 


asked 


One will represent 


it works, I’ve two young men 
to come up here. 
an advertising manager, the other an 
advertising agency man. 

fifteen 
more 


MANAGER It’s 
Fred Anything 


go over before you leave? 
y i 


ADVERTISIN( 
inutes to hive, 


you want to 


AGENCY EXECUTIV! Let me see, Bob 

Oh yeah—-how about next year’s pro 
gram? We oughta get it settled pretty 
soon. We can clean that up before five 
‘clock 

1 M Oh sure! How much do you 
think we ought to spend next year? 


A. | Well, we spent about 25,000 
bucks last year, and we did a fair trade 
paper jot The ime schedule looks all 
right t e, b I think you ought to top 








— ST] 
« TENTATIVE 
ADVERTISING PLAN 


ADVERT 
RiccY 


Ne Demir 
vi hava 





With the aid of a balance, Norman D. 
Buehling, The Fensholt Company, shows the 
NIAA Midwest Conference that with a 
small amount of money it takes more time 
and with more money it takes less time 
to gain a particuler advertising objective 


it off with some four-color pages in “I 


tissimo Magazine.” You know—increa 
company prestige 
A. M Yes, I know. But, I'm aft 


J. B. doesn’t want to spend that 
this year Business is so good with t 
defense rush, that he was talking ab 
cutting out advertising entirely Wi 
got so many orders we don't know 
to fill them He to know w 
good it to advertise at all 

A. E Well, you know as well 
do, Bob, that this boom just isn’t going 
last What's going to happen whe: 
all blows over? J. B. better sink ¢ 
money he’s making now into a 
sound advertising campaign, then w 
the bottom drops out he'll be sitting 
mn top of the heap. As a matter of 


wants 


he can get his advertising for about 
price now 

A. M J B. don’t see it that w 
Fred I think we had 
what we've been doing 
good job last year 


We did a tf 


tot 


A. E But, look what your compe 
loe Zilch, is doing He's taking d 
trucks in color and bleed in the “I: 
trial Gazette.” You can't let hi 
away with that 

A M Well. maybe we'd better 


, } 
a iittie 


ret 


; spent $25,000 last year. I'll 
J. B. for $35,000 and maybe he'll 
me thirty That'll let us 
Zilch crowd with their 
and bleed! 

A. E Okay! I'll work up a sche 
on that basis. (Looks at his watch.) | 
call it a day How about you buy 
a drink? 


A. M 


show up 
spreads in 


Fair enough, let’s go 

Now, that method of arriving at 
budget isn’t so bad as it sounds. 
leans heavily on last year’s budget. 
last year’s budget was a good one, t 
year’s probably will not be far wror 

But the chances are, last year's C 
penditure was based upon what w 
spent the year before. And what w 
spent the year before may have be 
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ised on what competition was spend- 
ig. And heaven knows how they ar- 
ved at their appropriation. 
j So it seems that too much faith can- 
yt be placed in the “Armchair” meth- 
id. Sooner or later some original 
linking has to be done. We shall 
“Des” 


method 1S the 


method. The 
“Pick and 


hen try the 
P&S” 
Shovel” method. 

You have all heard the gag about 
he business man who thinks Ais busi- 
Well, the “Pick and 


method of determining an ad- 


ess is different. 
Shovel” 
vertising appropriation assumes that 
s business és different, and it requires 

great deal of digging for facts to 
find just what these differences are. 
The weakness of the percentage fig- 
ures released annually by the NIAA 
ind other groups is that they imply 
that companies making similar types 
of products should spend the same per- 
centage of their sales dollar for ad- 
vertising. The problem is not quite 
so simple. To get the true answer it 

necessary to dig deeper. 

The “Pick and Shovel’ method of 
determining an advertising appropria- 
tion has also been called the “Task” 
method or the “Objective” method. It 

' nvolves four distinct operations: 

l. ANALYZING the Market; 

2. Setting Up OBJECTIVES and 
Tentative PI AN; 

§. RECONCILING the Appropri- 


tion with Potential SALES; 
4. TESTING Results. 
To illustrate, let us take a typical 
lustrial product—ov erhead trav eling 


and see how we 


nes 





would Zo 
bout determining the correct adver- 
ng appropriation by the “Pick and 
vel” method. 
The first thing to do is to analyze 
market. That means finding the 
wers to these five questions: 
WHo? Were? WHEN? Way? 
yw? 


Who are 


Are they steel mills? 


W Ho? the plants that 


1 our cranes? 
ndries? Machine shops? Or are 
industrial plants of all types? 
Then too, who are the men in these 


its who influence the purchase of 





nes? Is it the purchasing agent? 
Works 


e? We have to answer these ques- 


ident? manager? All 
sto know whom to reach with our 
ertising. 
WHERE? Where are these plants 


ited? 


Are they all concentrated 
und Gary and Pittsburgh? 


Or does 
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ADVERTISING 
MANAGER 


eninge 


Contrasting the slip-shod method of determining proper advertising programs with the more 
scientific approach, Fred Winter and Robert Straetz, The Fensholt Company, portray the 
agency executive and advertising manager respectively in a skit which featured the depart- 
mental on determining the correct amount of advertising led by Norman D. Buehling, vice- 
president, The Fensholt Company, at the NIAA Midwest regional conference at Chicago 


their location parallel that of all in- 
dustry? Where their plants are lo- 
cated may determine the media we use 
to reach our prospects. 


WHEN? 


buy cranes? 


When do our prospects 
Do they buy them dur- 
ing boom periods, or do they buy dur- 
ing periods of depression? Do they 
buy in the spring before the building 
season, or do they buy all year ’round? 
Answers to these questions may deter- 
mine when our campaign is to run, 


Wry? 


cranes? 


Why do our prospects buy 
Do they buy cranes to en- 
hance their prestige? Speed up pro 
duction? Cut labor costs? Or do 
they buy because they just cannot do 
without them? We must know the 
answers to these questions in order to 
select the correct adv ertising message. 
That, in turn, affects the appropria- 
tion. 

How? How do our prospects buy 
cranes? Do they get competitive bids? 
Do they buy from a catalog by mail? 
Or do they buy only after a great deal 
of deliberation? We have to know 
these things in order to plan our pro- 


gram. 


Next, we must find the attitude of 
crane buyers. What do they know 
about our cranes and our company? 
Do they have any preferences or preju- 
dices as to types or makes? Whom 
do they consider the best source of 


supply? Where does competition 
stand? 
We can determine this market atti- 


That 


means actually calling on prospects and 


tude only by a field check-up. 


asking them questions. Personal in- 


terviews can be supplemented by writ- 


ten questionnaires. In that way we 
can find out exactly where we stand 
and where our competition stands. 
Once we have this information, we 
can work up our advertising objec 
tives. A sales objective can be ex 
pressed in terms of dollars and cents 
Mail order advertising objectives can 
also be stated in dollars and cents. But 
most industrial campaigns are designed 
simply to “pre-sell.” Their purpose is 


to prepare the minds of prospects. 


Hence, most advertising objectives 
must be expressed in terms of changes 


in the prospect’s attitude. 


For example, suppose we have found 
in our market analysis that there are 
some 25,000 executives and some 
25,000 plant men throughout indus 
have heard of our 


try who never 


cranes, or who look upon them as 
about fourth or fifth in rank. Our 
long-range objective may be to become 
the No. 2 or even the No. 1 crane 
manufacturer in the minds of these 
prospects. 

Knowing our advertising objective, 
knowing our market, and knowing 
what competition is doing, we can then 
outline a program to achieve that ob- 
jective. That involves selecting media 
te reach our prospects, and picking 
space that is large enough to be seen, 
read, and leave the necessary impres 
sion. This may mean pages in For- 
Week, Nation’s Busi- 


ness, Forbes, and spreads in Factory, 


tune, Business 


Steel, Iron Age, and other industrial 


publications. It may mean direct 


mail, a house organ, bulletins, and 


trade shows. In other words, we must 


(Continued on Page 64) 
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By J. A. DeLO 


Advertising Manager, Continental Steel Corporation, Kokomo, Ind. 





Selling Aduertising le the Sales Zorce 
Soa They Will Use Ft 


How to give the salesmen a new slant on advertising 


under today's conditions and enlist their support 


@ IT’S AT A TIME like this that 
many salesmen 
‘What good can advertising do for me 
right now?” They'll go on to say 
that they can’t walk into a_ jobber 
today, lay down a beautiful presenta 
tion, and tell that jobber all of the 


things the company will do to help 


increase the jobber’s business. That’s 
true. The jobber probably would 
laugh. He'd probably say, “You can 


keep your advertising, just give me 
I'll sell Maas 


But we certainly do have an an- 


some steel 


swer to the salesman’s question, 
‘What good can advertising do for 
me right now?” “Buddy, it’s far 
more essential to you now than ever 
before. If you’re one of those men 
who have been called off the road, if 
customers are hounding you for deliv- 
ery, if you don’t see them more than 
once in a blue moon—then, muster, 
you need all the help advertising can 
give you.” That’s what we've told 
our salesmen, and it’s probably what 
you've told yours. But it goes fur 


ther than that 


Telling a salesman and convincing 
him, or “selling” him on advertising, 
ire two different things. He already 
was pretty well sold on the types of 
programs or advertising which he has 
been using with a fai degree of suc- 
cess for the last few years. But, with 
what we have to give him today, it’s 
1 little different from anything he’s 
been used to getting If anything, 


’s more intangible. It’s looking far 


—— before the NIAA Mid 
‘ nfere ‘ ‘*) Apr S 


naturally will isk, 


All of which 


makes the advertising manager’s “‘sell- 


ther into the future. 


ing” job just that much more difh- 
cult. 

Frankly, I've found that in order 
to meet this new problem—and_ be- 
lieve me, it is a problem—it has been 
necessary to change my whole outlook 
and approach to the sales department, 


and to the salesmen. 


Ordinarily, most of us take adver- 
We take our 


jobs seriously. And, yes, we even 


tising pretty seriously. 


take ourselves seriously. Possibly 


that’s as it should be. But right now, 


maybe it isn’t a bad idea for us to 


relax a little. 


In preparing these charts or car- 


toons, W e’ve tried to make them do a 


two-fold job. 


First, we hope they’! 
apply to those of you who are in the 
“sold out” class. Second, we hope 
they'll apply to those of you who still 
are out plugging for business. 
Before any advertising or sales pres 
entation or program can be sold to 
the salesmen there is certain impor 


tant information he should have: 
Things to Know About the 
Company's Advertising 

1. Why it advertises. 

2. Why publications are used. 


3. How the budget was made. 


4. How inquiries are handled. 
§. Where ideas come from. 
6. How it simplifies selling. 


_ 


How salesman can use it. 


It’s the job of the advertising man 





J. A. Delo, Continental Steel Corporation, illustrated his talk on “Selling Advertisir 
to the Sales Force so They Will Use It" with a series of humorous cartoons and title chart 
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“er to see that the salesman gets this 


formation, and he can never hope 
» do a good job of selling any pro- 
‘ram to the salesman until the sales- 
1an. first thoroughly understands 
very one of these points. There 
robably are a few others that could 

included, but these, I believe, are 
1¢@ major ones. 

Now, how to get the salesman to 
e this advertising intelligently and 
effectively. As I see it, there are 
three ways: 
The Direct Command 
“or Else’ Method 

How often, in your own experience, 
have you seen the boss get on his high 
horse and try to cram an advertising 
program down the salesman’s throat? 
Well, it can be done, you know, and 
quite often it works. But we don’t 
think it’s the best method by a long 
shot, even though it may be neces- 
sary on occasions. In fact, sometimes 
t helps to have the boss go to bat for 


you, 


The “Pretty Please” Method 


This is just the opposite of the “or 


j 
| 


else” method. Here possibly both the 
sales manager and the advertising 
manager get together with the sales- 
man and try to coax him to use ad- 
vertising. This isn’t a good method, 
we'll agree, but we all know that 
many of our better salesmen seem to 
require a certain amount of coddling. 
But it’s beyond me why it should be 
necessary to coax or baby an intelli- 
gent man into using something which 
is to his own personal advantage, es- 
pecially when that man knows it’s 
your job to give him just that help. 
He should grab at the chance adver- 
tising provides, and the wise salesman 
does just that. 


The “Worth While” Method 

Here we have something. You've 

ticed how each of these cartoon 

charts so far has depicted advertis- 
—whether it’s an ad, a sales pres- 
ition, a catalog, or what—as “‘ours 
est."”. We all have to sell ourselves 
that thought if we’re to do a good 
ng job in the field. 

Sut in the “worth while” method, 
have something which everyone, 
uding the salesman, is thoroughly 
' on, something everyone knows is 
, something the salesman believes 
ecause he sees it can be applied by 
with a minimum of time and ef- 

yet will get the desired atten- 
ind results. 
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CATERPILLAR TRACTOR CO. 


This full-page ad appeared in newspapers in 
the Peoria, Ill., district to report to the 
public what Caterpillar Tractor Company is 
doing in defense program and explaining 
how its regular products are being used in 
preparing cantonments end air fields, and as 
equipment in plants working on defense 


Now, how do we go about getting 
out advertising that’s “worth while”? 
Not by sitting at a nice comfortable 
desk and gazing into a crystal ball. 
No. We arrive at it by a lot of hard 
work. 

Whether it’s an ad, or a series of 
ads, whether it’s a sales presentation, 
a catalog, a radio program, or some- 
thing else, it’s the result, or should be, 
of a lot of previous research in the 
field. It’s the result of hundreds of 
calls on jobbers and dealers and man- 
ufacturers. It’s the result of hours 
of time spent with salesmen in the 
field, observing how they work, what 
they say to customers, and finding out 
those things which can be done to 
get more business for the salesman 
and for the company. There’s noth- 
ing new in all of this. It’s as funda- 
mental as the fundamentals of adver- 
tising. You all know the importance 
and necessity of such contacts if you 
are to do a good advertising job. 


Through the Salesman’s Eyes 


We have to look at anything we do 
in the way of advertising “through 
the salesman’s eyes” because he’s the 
lad we have to depend upon to use 
and sell that advertising. And that’s 
where those field trips with the sales- 
man are so mighty important. With- 
out them the advertising man would 
be nothing more than a theorist or, if 
you prefer, ‘‘a copy cat.” With those 
field trips the advertising man actu- 
ally has “looked through the §sales- 


man’s eyes.” And, since he has 
looked, he’s in a better position to con- 
vince the salesman that: 

1. Advertising improves the qual- 
ity of his prospects. It opens the door 
for him by building prestige, increas- 
ing knowledge of the products, and 
motivating action or inquiries. 

2. Advertising helps build sales 
volume because it calls regularly on a 
large number of prospects. It pre- 
sents a consistent sales story which 
amplifies the sales story of the sales- 
man, and keeps that story alive in the 
prospect’s mind between sales calls. 

Well, how do we go about convinc- 
ing the salesman of these important 
factors? As in all good selling, we 
believe it’s better to let the salesman 
sell himself. How does he do that? 

Let’s go back to those field trips 
again. Many of the ideas you picked 
up on those trips already are familiar . 
to the salesman. He'll recognize some 
of them at once because they might 
even be his. As a result, he'll feel 
pretty important, and might even give 
you credit for being a smart guy be- 
cause you have used them. 

It’s simple enough to point out to 
all salesmen that Charlie Jones, who 
has that territory in northern Indiana, 
contributed this or that thought, or 
that this or that jobber in Ohio made 
this suggestion which you've used. 
This gives the salesman confidence in 
you and the results of your efforts 
because he knows that you haven’t 
just remained in a swivel chair to 
dream up something. He gets the idea 
that you're giving him something 
other salesmen and other accounts 
want. That makes him want it, too. 

It might be well to point out here, 
too, a few experiences we’ve had in 
selling advertising to the sales force. 
We've tried a number of different 
ways. But the two best ways, as far 
as we are concerned, are: 

1. Holding small group meetings, 
either in the office or in the field, at 
which not more than six salesmen at- 
tend. The territories of these sales- 
men and their problems should be 
greatly similar. At these meetings, 
too, it’s always well, if possible, to 
have one of your sales managers with 
you, or at least a district manager, so 
that any questions about terms, 
shipments, etc., can be answered on 
the spot. Then, too, quite often the 
sales manager can point out how such 
advertising as is being discussed can 


(Continued on Page 90) 
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At the left are two page ads which have appeared in a long list of business papers designed to sell engineers on the construction possibilities of timber with b 
“timber connectors,"" and to bring requests for further details which are supplied in comprehensive booklets and data sheets such as those shown at the righ 
Engineering Company, Inc., maintains a competent staff of engineers and wood technologists to advise architects and engineers in the design and checking of cops 
plans utilizing lumber. The promotion program is sponsored by the National Lumber Manufacturers Association and handled by Romer Advertising Service, Washinc 


Lumber Gains New Marhets through 


Educational campaign built around connector device 
recaptures market for lumber in heavy construction | 






tension on the metal connector which 


@ A YEAR ROUND advertising 


campaign designed to promote and 


By VAN BUREN W. DE VRIES 
spreads the load over the entire sur 


Information, ' , 
face area of the 


/ 


Assistant Director of 
involved 


National Lumber Manufacturers Asso- 


increase the utilization of lumber is timbers 


one of the principal objectives for rather than localizing the pressure 





1941 of the Timber Engineering Com- 
pany, lumber-industry-created engi- 
neering and research organization, and 


manufacturer of timber connectors. 

Organized some eight years ago by 
the lumber industry through its trade 
body, the National Lumber Manufac- 
turers Association, the Timber Engi 
neering Company is bringing about a 
lumber rejuvenation in the heavy con 
struction field. This rejuvenation can 
be traced directly to the development 
of the “timber connector.” 

The use of timber connectors was 
entirely unknown in America in 1920. 
(.onnectors were covered by foreign 
patents and international patent rights. 
The necessary in tial step to prod ce 
connectors in this country Was to ac 
quire these rights and purchase these 
foreign patents, and it was done col 
lectively by the lumbermen of Amer 
ca through the Timber Engineering 
( ompany 


And now at the end of eight years, 
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ciation, Washington, D. C. 


lumber once again is being used in the 
field of heavy construction. Its prog- 
ress has been such that one authority 
was moved to declare: “Wood has im- 
proved its standing as an engineering 
material.” 

Timber connectors are simple metal 
appliances employed to develop full 
joint strength in timber structures. 
They strike at the former weakness in 
heavy timber construction—the joint 
between timbers—and by increasing 
the strength of joints to the full 
strength of timber itself have prac- 
tically invented a new set of engineer- 
ing principles for timber uses. 

Connectors fit either into grooves in 
the contacting faces of overlapped 
wood members to be joined, or bite 
into the members with sharp teeth. 
The timbers are then held in place 
with the customary bolt. 

This arrangement places the joint 


around the edge of the bolt with con 
sequent crushing of fibers and loss of 
strength. Thus the strength of joints 
can be increased fifty to 100 per cent 
depending upon the type of connector 
used. 

The unique feature of the advertis 
ing lies in its promotion of lumbe: 
rather than connectors. This develop 
ment is an interesting angle for bus 
nessmen generally, and it is an exce 
lent example of how, through « 
Operation, an entire industry can co 
laborate for mutual advantage. 

The company’s larger interest is 
promoting the use of timber—not 
promoting connectors as a_ busines 
This promotion is reflected in the ad 
vertising space used in 1940, and th 
contracted for during the year 194 
The purpose of this advertising is, firs 
to sell the advantages of lumber : 
struction, and, second, to offer ne 
engineering formulas developed by ¢ 


company. All projects undertaken | 
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he Timber Engineering Company, 
hether new research, product devel- 
oping, or advertising, seek the estab- 
shment of lumber as a modern build- 
1g material; seek to create an under- 
tanding by designing and specifying 
zroups in America that timber is an 
ngineering as well as a carpentry ma- 
terial; and that its capacity to serve 
ndustry is growing daily because of 
the Timber Engineering Company’s 
evelopment and research. 


The sales promotion program is be- 


re ng carried on throughout the United 
ber with sma States and Canada in more than thirty- 
at the righ five publications. To date, approxi- 
:king ? com _£ a 1] e ‘ ..* 
mately forty full pages of advertising, 


ce, VW nine 
net 1imed at engineers, architects, con- 
tractors, building supply dealers, and 
prospective home builders, have been 
released. These advertisements have 
reached over 10,000,000 people with 
favorable results for lumber. 

Through the organization of the 


Timber Engineering Company, the 
lumber industry has paved the way 
for the selling of more of its timber 
cuttings. It has helped develop indi- 
vidual companies who have set about 
to educate their salesmen to do the 
kind of selling that is necessary. You 
cannot simply take orders for selling 
this system of construction. The lum- 
ber salesmen today sell an engineering 
material and an entirely new construc- 
tion system. 

By means of its current advertising 
campaign the organization is explain- 
ng the fact that a new set of design 
ins is available for timber utiliza- 


tion. It maintains a competent staff of 
igineers and wood technologists to 
vise architects and engineers in the 
sign and checking of construction 
ins. 
It is due in no small way to the 
forts of the Timber Engineering 
mpany that lumber has gone into 
irkets heretofore considered wholly 
el and concrete and is rapidly re- 
ning its place as an important 
gineering product. 
The advertising is being handled 
ough the Romer Advertising Ser- 


e, Washington, D. C. 


nomas Publishing Changes 


t Holst Knudsen has been elected 
as Publishing Com 
New York, succeeding Morris fF 


is, retired, who has held that ofhce 


“ry 
rer of the non 


e past thirty years Mr. Hols: 
isen has also been elected a director 
rett E Nash, who has been elected 
e-president, also has been with the 


r 
tor thirty years 
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Monroe Elected Head 
Chicago Dotted Line Club 


L. C. Monroe, Signs of the Times, has 
been elected president, Chicago Dotted 
Line Club, succeeding E. V. Perkins, The 
Petroleum Engineer. Other ofhcers elected 
are Louis Brookman, Concrete, first vice 
president; Anson E. Meanor, Commercial 
Car Journal, second vice-president; and 
W. S. Clevenger, Case-Shepperd-Mann 
Publishing Corporation, secretary-treasurer 

The new executive committee also in 


cludes Paul Clissold, Bakers’ Helper; E. F 


Hamm, Jr., Traffic World; A. Hauptli, Jr., 


McGraw-Hill Publishing Company; W. J 
Hannon, American Restaurant; J. H. Rob 
ison, New Equipment Digest; R 


Wettstein, Keeney Publishing Company 


Payne 





Frank Calvin, Chain Store Age; M. P 
Driscoll, Industrial Publications, Inc.; and 


E. V. Perkins 


NBP Adds Three Members 


National Business Papers Association 
has accepted for membership Heating 
Journals, Inc., New York, publisher of 
Air Conditioning & Oil Heat; Meat, In 
corporated, Chicago, publishers of Meat 
and Beverage Industry News of San Fran 


cisco 


Dingee Made A.M. 


Keasbey & Mattison Company, Ambler, 
Pa., maker of asbestos and magnesia prod 
ucts, has appointed John H. Dingee ad- 
vertising manager 





INTERNACIONAL 





A *B. P. I. C. Specialized Export Magazine, Established in 1919. 


Published by 
‘BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


(Affiliated with McGraw-Hill Publishing Company, Inc., 


and Chilton Company, Inc.) 


330 WEST 42ND STREET, NEW YORK CITY 
BRANCH OFFICES—I6é So. Broad Street, Philadelphia; 1427 Statier Bldg., Park Square, Boston 
Hanna Bidg., Cleveland; 520 N. Michigan Ave., Chicago; General Motors Bldg., Detroit; 68 Post St.. 
San Francisco; 517 North Beachwood Drive, Los Angeles; 1011 Rhodes-Haverty Bldg. Atlanta, Ga 
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BRIEGEL METHOD 
Production Now DOUBLED! 
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SRIEGEL METHOD TOOL CO. Geive iMilinets 









1 Alcoa hits a new high in sincere, straightforward 
advertising that tells what they are doing to assure 
future deliveries. Brigel admits past delays but has 
now doubled capacity. 





Electrical Contracting. 


of us can lose! 


1 IF you are late on deliveries... 
That’s no disgrace, today. But expla- 
nations are due — not only to disap- 
pointed customers but to prospective 
buyers who have been turned away. 










2 Twe ads that emphasize products 
in stock for immediate delivery. 
Sales representatives cannot be de- 


pended upon to do this job. They 
lack the time and broad viewpoint. 


Our own selfish objective in doing this is evident . . 


A few hints — helpful, we hope 


® We've done a lot of prattling about the importance of running ed 
copy in Electrical Contracting. And on more than one occasion it’s be 
thrown right back in our teeth: “All right—what is good copy 
. and we searched a long time for sor 
impressive, ponderous definition. But somehow we wound up wi 
such a simple explanation that we hesitate to repeat it. 

It’s copy that has an adequate ahd specific objective—and attains j 

We'll spare you the Message-to-Garcia story at this point. Sufficie 
to mention that all this has been said many times before, much mo: 
eloquently, by some pretty keen advertising men. And there a 
plenty of “result” stories to prove it makes sense. 

That’s why, in this ad, we've highlighted a few of the specif 
objectives that are pertinent to today’s peculiar marketing prob 


lems —and illustrated them with actual ads from current issues @ 


advertise in Electrical Contracting —and get results — you'll keep ' ' 
up, and maybe step up your schedule. And on that basis, neithe~ 


. when youd 
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But your advertising can speak im 


personally for your company — 0 
necessarily apologizing, but explain 


te Mi 


ing why,—so that each reader ap, 
preciates the fact that you want t¢ 


serve him and will, just as soon as i 
‘ 

humanly possible. When we return 1 

normal conditions the good-will % 7 , 


a TWO-WAY o 


By serving not only the e! 
tractor, but also the plant 
trician, Electrical Contractin: 








3 These two ads hammer home 
time and labor saving features. 
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big industrial electrical mark 
angles, offers advertisers a < 
selling medium. 

And—most important—yo' 
sage gets by closed gates anc 
men you must sell! 
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every one of these customers and pros- 
pects will be vital. 

If you're busy with defense work, 
say so. There is no one who will have 
anything but the highest regard for 
the manufacturer who says “America 


” 


first’’. 


2 IF you can make “spot" de- 
liveries .. . Place all your emphasis on 
the lines that you can ship right out. 
Deliveries are news today — and news 
is the best read advertising. (We were 
amazed recently when a large manu- 
facturer of lighting equipment told us 
he had stocks on hand for immediate 
shipment — yet there was nothing in 
his advertising to indicate it.) 


IF your products can be easily 
installed, operated, maintained... 
Play it up! Skilled labor is scarce. 
Anything that is labor saving, or can 
be operated by unskilled labor is of 


keen interest. 


J iF you want more business... 
Ask for it! Advertising is, and should 
be, a “long pull” sales tool. But today, 
ads that are sufficiently “tell all’ are 
producing actual orders. 


IF you've got an extra “service” 
-». Talk about it! Assistance of any 
sort is welcome today. One way to 
keep good will and gain new friends 
is to offer helpful data books, sales 
plans, technical aid, etc. 


6 IF your gadget will boost pro- 
duction _..That’s sweet music! But 
make it clear how and why, and leave 
out the generalities. 


7 IF t's new... And really new— 
not just a different finish or a new 


housing — then you’re sure of reader 
interest. Pack in all the details, if you 
have to use 5 point type. 


An agency man we know 
summarized it this way 


“Above all, be frank and straightfor- 
ward in your copy. You need no tricks 
or subterfuges to sell today. Present 
the features of your products clearly 
and completely. Give a brief word on 
delivery, if possible. Time is impor- 
tant, so list branch offices and urge 
that inquiries be directed there. And 
whatever the conditions, make every 
effort to hold your old friends and 
win new ones through the continuous 
use of good advertising. When ‘all this 
rush is over and peace comes, you'll 
be mighty glad you did.” 
2 

There are dozens of other ways to 
use white space effectively, as wit- 
nessed by the quantity of resultful 
advertising appearing each month in 
Electrical Contracting, We've high- 
lighted only a few points, based on 
our field calls, and intimate’ associa- 
tion with Electrical Contracting’s read- 
ers. Incidentally, our “roving reporter” 


.is still hobnobbing with the men who 


buy and install electrical equipment 

. . and rooting out what we hope is 
valuable dope for the advertising copy- 
writer. If you'd like reprints of some 
of the summaries of these calls, just 
say the word. Address Market Research 
Department, Electrical Contracting, 
330 West 42d Street, New York, N.Y. 


7 “New''—the magic word 
that catches every eye. 








4 An ad that 
“tells all,” in- 
cluding price. The 
mext step is the 
order. 




























°F me ee nate Se cena een ot 
wee te ee 
—— 


5 ‘Anaconda offers their new Wiring Survey to con- 
tractors. General Cable presents a book interpreting 
the Code, sent with their compliments. 





6 Bull Dog gets 
to the heart of 
today’s urgent 


problem. 
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Trends 





A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 





Defense Program Expands 
The Railway Market 
@ BETTER EARNINGS in 1940 


and estimates of railway trafhe for the 
current year, which have repeatedly 
been revised upward, together with 
programs launched by the railroads to 
prevent shortages or breakdowns in 
their capacity to meet all traffic de- 
mands created by the national defense 
program, have stepped up railway buy- 
ing in all directions and assure its con- 
tinuity during the rest of the year. 
Equipment purchased during the 
first three months of the current year 
$102,850,000, as compared 
with only $19,646,000 during the en- 
1940, while the 
railroads for the 


tot aled 


tire three months of 
first reports from 
month of March show a thirty per cent 
increase in the purchases of materials, 
exclusive of fuel and equipment, from 
the previous month. 

Loadings of revenue freight for the 
week ended April 19, the latest fig- 
ures available, were 4.2 per cent over 
the loadings in the previous week and 
12.8 per cent over the loadings of 
the same week in 1940 and twenty- 
seven per cent over the loadings of 
1939, while load- 
ings in the first 15 weeks of the year 


the same week of 


ending April 19, reached the total of 
10,745,411 cars which was fifteen per 
cent greater than the revenue loadings 
in the same period of 1940 and twen- 
ty-five per cent greater than the load- 
ings for the corresponding period of 
1939, 

Preliminary reports from eighty-six 
Class I railroads, representing 82.2 per 
cent of total operating revenues, show- 
ed that those roads had estimated op- 
$339,001,334 in 


March as compared with $268,805,257 


erating revenues of 
in the same month of 1940, or an in- 
crease of 26.1 per cent, consisting of 
29.1 per cent increase in freight rev- 
enues and a 17.8 per cent gain in pas- 
month of 


senger revenucs over the 


March, 1940. 
The National 


Commission has predicted that total 


Defense Advisory 
1942 trafhe of all transport agencies 


will probably be the largest ever 


handled and that railway business will 
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be at least three-fourths as great as 
1929. While the railroads 
are confident and repeatedly claim 
that they will be able to meet all de- 
mands for traffic created by the new 


it was in 


emergency, they are taking every pre- 
caution to rehabilitate their proper- 
ties and modernize their facilities and 
equipment to the full extent which 
actual and prospective earnings will 
allow. In the course of this work, 
moreover, railway management is con- 
tinuing to show the enterprise and 
aggressiveness of the last several years 


in making improvements in track, 
buildings, and trains that appeal to the 
traveling and shipping public. These 


are all factors in the enlarged and di- 
which the 


manufactured ma- 


versified market railroads 
created for 
terials.—D. A. Street, Purchases and 


Stores Editor, Railway Age. 


have 


Electrical Equipment 
Has Peak Demand 


@ ORDERS for electrical products 
are running far beyond anything pre- 
viously experienced. Using 1936 aver- 
age month as 100, the February or- 
ders for motors and generators, for in- 
stance, shot up to 275 and transmis- 
sion and distribution equipment to 
351. 
two product groups were in the spring 
of 1937, when levels of 200 and 240 


respectively, were reached. 


Previous all-time highs for these 


Not only are orders at new highs 
but the rate at which they are increas- 
Just 
as an example, September orders for 


ing is beyond all past records. 


transmission and distribution equip- 
ment stood at 120. Thus, orders have 
trebled in five months. 

Power company output ordinarily 
drops off rapidly after the second week 
in January because of lengthening day- 
light. This year there was no marked 
falling off until the middle of March. 
the curve starts upward 
If that 


follows this year, the increase in kilo- 


Ordinarily 
again the first week of May. 


watt-hours will be the greatest ever 
registered in any one year. 

This reversal of trend is mainly in- 
dicative of the longer hours put in by 


manufacturing plants. It is not in- 
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dicative of the increased demand on 
utility plant. Peaks are following the 
regular seasonal curve. 

Utilities continue to order new gen- 
The 
nificant order in that classification was 
reported early in April of two 150, 
000-kilowatt units for Philadelphia 
Electric. 

Manufacturers report some difficul 


erating equipment. most sig 


ty getting certain raw materials fo: 
non-military orders. There have been 
some substitutes, particularly in ap- 
pliances where plastics are taking the 
place of aluminum in places where 
heat is not a problem. Glass is ex- 
pected to be used more where heat 
prevents the use of plastics.—S. B 
Electrical World 


WituiaMs, Editor, 


Goodyear Tire Shifts Three 





Butler Doolittle (right) has been pro 
moted to manager of car and home sup 
plies, new post in the sales division of the 
Goodyear Tire and Rubber Company, 
Akron, O., and Lee J. Bornhofen (left) 
has replaced him as sales promotion mar 
ager Mr. Bornhofen is succeeded by 
Galen G. Cartwright (center), as assistant 
manager of advertising service 


Anchor Hocking Glass 
Acquires Anchor Cap 


The Anchor Hocking Glass Corporatio: 
has acquired the plants, property and bus: 
ness of the dissolved Anchor Cap © 
Closure Corporation, Long Island City 
N. Y. The new Closure Division wil 
have its headquarters at Lancaster, O. T! 
Anchor Cap & Closure Corporation 
Canada, Ltd., Toronto, has become 
wholly-owned subsidiary of Anchor Hoch 
ing Glass 


deGuzman Joins Hickerson 

Paul deGuzman, formerly with McGrav 
Hill Publishing Company and Test M 
ket Newspapers has joined J. M. Hicks 
son, Inc., New York agency as accot 
executive 


Du Mond with Agency 
T. C. Du Mond, formerly advertis: 


manager, George Gorton Machine C 
pany, Racine, Wis., has become associat 
with Cramer-Krasselt Company, Milw 
kee agency 


Heil Advances Miller and Pugh 


Harry J. Pugh has been appointed s 
. . M 
promotion manager, Heil Company, ™! 
waukee, and Paul Miller, assistant ad‘ 
tising manager, has succeeded him a 
vertising manager 
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In July, 1941, the 4th Annual AIRCRAFT PRODUCTION 

NUMBER of MACHINERY will be published. Like its 

predecessors, it will deal exclusively with aircraft metal- 

working practice—the only such issue of any publication 
and will be in all respects an aircraft production hand- 
ok of utmost timeliness. 


ith interest in aircraft production so keen, your adver- 
»ment in July MACHINERY will get that extra attention 
lue so important to your advertising and which 
ACHINERY provides in such full measure. Make cer- 
n you have an advertisement scheduled for the 4th An- 
al AIRCRAFT PRODUCTION NUMBER. MACHINERY, 
3 Lafayette St., New York City. 
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MACHINERY 


THE INDUSTRIAL PRESS Publishers. 140-148 LAFAYETTE ST. NEW YORK 
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Sales Promotion... 


ideas and Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — Sales Helps 


» 





Miniature Working Models Visualize 


Equipment Sales Features 


@ MANY PRODUCTS lend them- 
selves to dramatization through the 
use of miniature working models 
which are especially useful in demon 
strating large or bulky equipment at 
industrial shows. An example of this 
is a fascinating model of a conveyor 
system used in the exhibit of Lamson 
Corporation, Syracuse, N. Y., at the 
Packaging Exposition. 

The Lamson company makes a wide 
variety of materials handling equip- 
ment which by nature is difhcult to 
demonstrate except in_ installations. 
[Therefore the idea was conceived that 
1 working model which would include 
several types of conveying systems 
would be an effective attraction at 
shows and at the same time have prac- 
tical value when talking with inter- 
ested prospects. The job of building 
the model was turned over to the en 
gineering department which produced 
it true to scale in size thirty-five 
inches wide and sixty-eight inches 
long and thirty-one inches high with 
out the base, which brings the overall 


height to five and a half feet. 


Miniature tote boxes are used in the 
operation of the model. Starting at 
the front center, a two plane chain 
conveyor travels around a curve join 
ing a chain booster. As the boxes xo 
up the sixty degree incline, a trap door 
may be opened to allow them to go 
through onto a gravity roll conveyor 
traveling around the back curve to- 
ward the lower right where they pass 
to a belt driven live roll Section and 
trom there to a short section of belt 
conveyor back to the start. 


If boxes ire sent to the extreme 
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By means of this miniature working model it is possible to demonstrate the operation of « 
number of types of conveyor systems built by Lamson Conveyor Company. The model wes 
built to scale in the company's own shops and measures five and a half feet in height, thirty 


five inches wide and sixty-eight inches long; 
thirty-one inches. The model was exhibited 


top section of the chain booster, they 
travel around the curve on a cable 
driven live roll and down a spiral 
chute. At the base of the chute the 
packages go on a twenty degree in- 
clined belt. The direction of travel is 
clockwise. Seven distinct types of 
Lamson’s most widely used conveyors 
are utilized in the model, thus en- 
abling the observer to visualize the 
application to any materials handling 
problem he may have. 

When the model is not on exhibit 
at shows it is set up for demonstration 


to visitors at the factory. 


from the base to top of the top section 


at the Packaging Exposition last month 


Roebling Launches 

Publication for Salesmen 

@ A SMARTLY dressed compa: 
publication for its salesmen has bec 
launched by John A. Roebling’s Sor 
Company, Trenton, N. J., called “T 
Roebling Reel”—By the Salesmen 
For the Salesmen. Unusual is the br 
liant yellow-stock cover printed in ! 
and black, the back page of whic 
folds to the front to enclose the ins 
pages and at the same time form 
folder in which ad proofs and sal 


literature may be enclosed in the san 
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Speaking of quality - - * 
panies represented Y ; 
quiries received from _ ; 
month's advertisement " : 

manufacturer ha 
ya, Ae Dun and Bradstreet 
ait of $64,232,000. These 
include only inquiries age 
through N.E.D.'s office. bm 
represents (according to 


ages) only one-third oN 
half of total returns. Q.£.D. 
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Tnerican Menoratl's 
C. #4. Deanger, says: 


"NEW EQUIPMENT DIGEST not 
only outpulled all other papers we 
used in the number of inquiries, but 
it also outpulled all others in inquiries 
that resulted in proposals and sales 

7A, . .. one-third of our N.E.D. inquiries 


have already resulted in actual sales 





or proposals on jobs still pending." 


and Cents Results are Always Proof of Quality 


While New Equipment Dicest’s results for 


American Monorail 
Company, makers of materials handling equipment, are extremely 


interesting, they were actually planned ahead. They are only as 
successful as the results obtained for other manufacturers of indus- 
trial equipment. 


New Equipment Dicest is designed to get quality results. 


Its readership by individual shop executives in the worthwhile 


plants in 32 branches of American industry guarantees the right 
entree to source of inquiries that mean business. 


Unlike circulations that are static by their 


very nature, NEW 
EQUIPMENT Dicest’s distribution is continually changing 


... being 


ept in balance with industrial activities geographically. industrially. 
kept in bal th industrial activities geographically, industrial] 
and at the point of its use 


by the man or men who are actually 


responsible “at-the-moment” for selection, specification or purchase 
of equipment. 


No wonder advertisers in NEW Equipment Dicest report quality 
inquiries that result in profitable business. Would you like to have 
our complete story? Write for it today 


without obligation. 


New Eovuremenr Dicesr 


Affiliated with the Pen 
PENTON BUILDING CLEVELAND, OHIO 
110 E. 42nd St 5 


141 Nassau Rd 
NEW YORK 


0 N. Michigar Ave 
PHILADELPHIA 


CHICAGO 
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A spread of pages in Summerill Tubing Company's new “Aircraft Tubing Data’ handbook for 
aircraft engineers and technical personnel, designed to give them in one handy volume essen- 
tial reference for aircraft design. Four sections are indexed with celluloid dividers and held 
in a Heinn Clipper binder of black simulated leather embossed in silver and personalized. 
Beyond initial distribution to selected individuals, copies are sold at a nominal price 


Sales Promotion . . 





mailing. Page size is 9x12'%4 inches, 
with a three-column page. The April 
issue carried twelve pages. 

Contents of the magazine include 
personal news of the sales division and 
its field activities, interesting applica- 
tions of Roebling wire and wire rope, 
technical information, lots of pictures 
of personnel and things, and jokes 
scattered through to fill. A sales letter 
contest is now in progress with ten 
dollars for first prize and one dollar 


Edward H. 


assistant manager of the 


for honorable mentions. 
Peplow, Jr., 
udvertising department, is editor. 

The inside pages are printed by let- 
terpress in black on twenty-pound 
coated stock. The cover is eighty 


pound offset with a reverse heading 





and frame done in offset for the full 
year’s run. Cartoon illustrations and 
the date on the front cover are done 
by letterpress. 

After two issues the management is 
well encouraged with the response re- 
ceived and the enthusiasm manifested 


by the sales force. 
+ 


Summerill Issues 
Aircraft Tubing Data 


@ A COMPREHENSIVE volume of 
engineering data for aircraft engineers 
and technical personnel has been is- 
sued by Summerill Tubing Company, 
Bridgeport, Pa., titled “Aircraft Tub- 
ing Data,” containing in a single vol- 


ume design data and related informa- 


Action was provided in the Aluminum Company of America exhibit at the Packaging Show 
by the two globes at the left studded with aluminum collapsible tubes and seals which rotated 
in opposite directions and back again, causing the connecting cords to wind and unwind 
and produce an intriguing optical effect. The displays at the right dramatized the use of 
aluminum in the packaging field and the chart at the extreme right visualized the increasing 
production of aluminum since 1939 and projected the 1942 output. Samples were displayed 
on end pieces. The exhibit was built by Jenter Exhibits and Displays Company, Ridgefield, N. J. 
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tion vital to the industry. The book 
illustrates well how a manufacturer 
can make a definite contribution to 
the industry it serves without a sale 
being the primary objective. 

The volume includes 136 pages, 
8'2x11, held in a Heinn Clipper loose 
leaf binder of black simulated leather 
cover embossed in silver. The re 
cipient’s name is imprinted in the 
lower right corner. The contents are 
divided into four sections with index 
dividers having celluloid tabs: I—Air- 
craft Tubing; Il—Welding, Bending, 
etc.; I1I—Design Data; I1V—Refer- 
ence Tables. Production is by the 
lithograph process which has favored 
the great number of photographic 
illustrations used throughout. The 
text was written by executives of the 
company and many leading authorities 
in the aircraft industry and its sup- 
pliers. 

A fly sheet in the front of the book 
explains the method of distribution as 
follows: 

It is our aim to make a generous distri 
bution of complimentary copies to all tech 
nical men who in any manner are likely 
to find it useful. With many aircraft com 
panies having 500 to over 1,000 engineers. 
it has been necessary to place a limit or 
the number of complimentary copies 
However, this limit is flexible and we hope 
generous 

In addition to the individual copies, a 
plentiful supply will be furnished to 


technical library and engineering depart 
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The Brown Instrument Company has recently 
issued this unusual folding calendar assem 
bled with mechanical binding and carrying 
a series of humorous cartoons of interest tc 
plant operating executives. As the month 
pass the calendar pages may be folded uf 
where they are held under a pocket flap. Th: 
date sheets run through January of next yee 
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When Westinghouse Electric & Mfg. Company was ready to introduce its newly developed 
alloy, “Hipersil,” for manufacture of improved transformers, it called together a hundred 
technical editors, science writers, and news men, representing the country's leading publi- 
cations and gave them a demonstration of how it functions in comparison with older 
materials, using giant size indicating instruments and charts to clearly visualize the results 
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f each company for daily reference 
To all others, including students, etc.., 
are available on the following 
I. With ring binder and deluxe 
er, $2.00 each Il. With wire binder 
1 fibre cover, $1.50 each 
+ 
Color Photographs 


Feature Booklet 
@ NATURAL COLOR photographs 


reproduced successfully in three colors 
instead of the usual four colors feature 
1 deluxe booklet just produced by Bar- 
ber-Greene Company, Aurora, IIl., 
featuring its bituminous mixer. The 
piece, however, does not merit atten- 
tion because of its art alone, inasmuch 
is its twelve pages contain for the 
time in one booklet a presentation 
ot the essential differences and correct 
pplications of the travel plant, cen- 
i plant, and central plant with 
gradation control for highway con- 
uction, 
[Three large color views which show 
rious equipment in service on the 
were taken from 8x10 Koda- 
omes made by Jack Turner, pub- 
ty manager, and Blaine S. Britton 
the advertising department. Mr. 
ner made the separation negatives 
n the Kodachromes which the en- 
ver used in making the three-color 
tes. Reproduction was so faithful 
the three-color process that a num- 
of inquiries were received asking 
four-color process had been used 
1 work, 


) 


ne of the views was also repro- 
d as an insert which was used in 
r Roads, Construction Methods, 
fructor Magazine, Earth Mover 
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and Road Builder, Engineering News- 
Record, Roads and Streets, Western 
Construction News, and Powers’ Road 
and Street Catalog. 

Mr. Turner has found natural color 
views of great interest to men in the 
construction field because of the nat- 
ural beauty with which they portray 
the locale of their operations. 


+ 


Lamson & Sessions 
Publishes Reprint Book 


@ A COLLECTION of practical 
discussions on engineering, design, and 
production of headed and threaded 
products which have appeared in vari- 
ous industrial and technical magazines 
has been reprinted in a seventy-two- 
page, 9x12 book by Lamson & Sessions 
Company, Cleveland, manufacturer of 


screws, bolts, and nuts, for distribu- 
tion to industrial users, schools, and 
government offices. The title of the 
book is “Bolts, Nuts & Screws” and 
it was compiled by A. E. R. Peterka 
technical assistant to the vice-president 
in charge of sales, who directs the 
company’s advertising and promotion. 
The material is reproduced in its origi- 
nal page form as it appeared in the 
magazines, including running heads, 
folios, page numbers, dates, and all. 

In the Foreword by President Roy 
H. Smith, he explains: 


The sum total of bolt and nut manu 
facturing experience and research cannot 
be found in the files of any one manufac 
turer It would be difficult to find in 
text books or in the files of the technical 
press ot any engineering society Some 
valuable information, however, is available 
which may prove of practical help to those 
men in industry who buy or use bolts and 
nuts in production assemblies. We have 
endeavored to collect for this volume, 
“Bolts, Nuts & Screws,” the more relevant 
and useful of this information 


A price of one dollar is carried on 
the title page. 








A new merchandising idea in the way of 
labels is now being used on boxes of General 
Electric welding electrodes which tells the 
weight of deposited metal obtainable from 
the contents of each box as well as length 
of typical fillet welds that can be made 





The unusual feature of this attractive exhibit of Container Corporation of America at the 
Packaging Show was the rotating unit in the middle of the back panel which served to 
exhibit a variety of package types made by the company and tied all of them in with the 
general theme of the display. The exhibit was designed and built by Firk Studios, Chicago 
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ANOTHER CHARTER READER 


To rue Eprror: I should have 


written this letter immediately after 


Number 


came out, and since it’s better late 


your Silver Anniversary 


than never, I want to write my little 
note of congratulations to be added 
to the scores that you must already 
have received. 

I believe | am almost one of your 
charter subscribers. I can very well 
remember the old pocket size CLass 
| started in advertising work with the 
same company | am now with about 
twenty-five and a half years ago, so 
your publication and I have sort of 
grown up together. During those years 
ind really during most of them, | 
subscribed to several other of the well 
known advertising magazines. How 
ever, noting that INpDUsTRIAL MAR 
KETING was much more down my alley 
than the others, I have continuously 
read it and have gradually quit the 
I find that Advertising Agi 


gives me all the necessary current news 


ot her s. 


of the advertising business in general. 
You have done a great job and I am 
sure all industrial advertising men ap 
preciate it very much indeed. We will 
certainly have to credit you with the 
lion’s share of whatever improvement 
can be noted in industrial advertising 
during the past quarter century, and 
we only have to look back at our ads 
of ten or fifteen years ago to know 
that there certainly have been im 
provements 
Please accept my congratulations 
ind deep appreciation of your efforts 
ind I hope the next twenty-five vears 
wil be just as interesting as the first. 
C. W. Karsrus, 
Advertising Manager, Elliott 


Company, Jeannette, Pa. 
v v v 
EXPORT PROMOTION 


To rue Eprror: | found the ar 
ticle, “Making Advertising Click in 


Latin America,” by Garcia Dale In- 
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gells, in INDUsTRIAL MARKETING for 


April, very interesting and am won- 
dering if it is possible to secure two 
reprints of the article? 

Armstrong Cork Company began a 
consistent program of advertising in 
Latin America in January of this year, 
und, inasmuch as this is our first effort 
at a prolonged campaign of adver 
tising to our neighbors in South Amer- 
ica, I feel that our copywriters in the 
ugency in New York and our own Ex- 
port Division should have a copy of 
this excellent article at hand. 

If you can oblige me in this respect, 
you have my grateful appreciation. 

Epwarp W. HERMANN, 

Advertising Department, Armstrong 

Cork Company, Lancaster, Pa. 
v v v 
MOTION IN ADVERTISING 

To THe Copy CuHasers: Thank 
you for your gracious comment re- 
garding the Ajax Flexible Coupling 
Company's advertisement on page 80 
of the April issue. 

Enclosed is a reprint of one of its 
pages that is running currently in ten 
or twelve trade papers. 


This is one way of putting motion 





Keep The Wheels Turning With 
AJAX FLEXIBLE COUPLINGS 












AJAX WESTFIELD * Y 
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pictures in a printed advertisement 

Also please note the human interest 
postscript under the Ajax signature. 

Horace A. Laney, 

Horace A. Laney, Advertising, 

Buffalo 

Epiror’s Note: The P. S. says: “Eve 
your children will be interested in makir 
these wheels keep turning. Write for 
prints of this ad.” 

7. = = 
PUBLISHERS’ MARKET DATA 

To tHe Eprror: Your editorial 
the current issue anent the value of 
field data furnished by publishers 
very timely. 

I maintain a special file which I hay 
labeled “Markets.” I have special fold 
ers for each market such as, Gla 
Manufacture, Ceramics, Steel Making 
Rock Products, Paper Making, Tex 
tiles, etc. We welcome data from pub 
lishers for information relative to thes: 
fields as to the number of potential 
buyers, their location, size of plant, and 
methods used in manufacture. 

We choose new publications not on 
the basis of circulation figures, but on 
marketing possibilities in the field that 
they cover and the position that thei: 
particular publication occupies in that 
field. Let us have more of this mat 
rial from publishers. 

Freveric I, LACKENS, 


Advertising Manager, The Hays 


Corporation, Michigan City, Ind 


, Vw 


A NEW SLANT 

To THe Eprror: Naturally we we: 
pleased to see The Copy Chasers giv 
recognition in the April issue of IN 
DUSTRIAL MARKETING to one of our ads 
entitled, “How Not to Get Caught 
With Your Bridges Down.” 

We do not ordinarily depart tron 
the more serious headings, but in th 
instance our copyw riter, Rae Leedon 
decided that we needed a change of 
pace. Comments received from seve! 
different sources indicate that 
hunch Was a good one. 

W. H. SPrInDLer, 
Publicity Manager, Arm 
Drainage Products Associatio 
Middletown, Ol 
yvvy 
FIRST CLASS JOB 

To tHe Eprror: I just received ' 
April copy of INpusTRIAL MARKETI® 
and note that starting with the fro 
cover the whole issue has certat 
done a wonderful job for our “Mar 
of Marketing” meeting and I asst 
you that we all join in thanking )\ 


for your marvelous codperation. 
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National defense works are creating a ter- 
rific demand for permanent construction... 
cement, sand, gravel, crushed stone, lime, 
gypsum, etc. To get them out of the ground 
and process them in the quantities neces- 
sary, producers of these materials need 


much additional machinery and equipment. 


Tell these buyers about your products... 


through Pit and Quarry. 


Each year for more than a decade Pit and 
Quarry has published a Special Cement- 
Mills Edition in July and the industry has 
come to look forward to these issues with 
anticipation because of their apt portrayal 


of current developments. 


The July, 1941, Annual Cement-Mills Num- 
ber presents an exceptional advertising 
opportunity to those seeking to sell the 
cement industry in particular, and the en- 
tire pit-and-quarry field in general. Extra 
reader interest and extra circulation are 


guaranteed. 


pi sat 


and Quarry is the accepted leader in its field... 


FIRST in advertising volume ... FIRST in circula- 

coverage and penetration ... FIRST in reader 
preference. Ask to see a copy of an impartial read- 
ership study conducted by a nationally-known inde- 


pendent research organization. 












FMENT. . Bulwark 


| of National Defense 









A $600,000,000 INDUSTRY 


The 160 Portland-cement plants in the United 
States represent a capital investment of $600,000,- 
000. The 1940 output was valued at about $200,- 
000,000. Purchases for equipment replacement, 
fuels, supplies, etc., exceed $75,000,000 a year. 
Pay-rolls average about $35,000,000 annually. 

















know how close to the deadline you 
were working and for that reason we 
are doubly appreciative of your kind- 
ness. 

While on the subject, I'd like to re- 
peat that INDUSTRIAL MARKETING has 
done a first class job in working with 
NIAA and the Chapters and can as- 
sure you that whenever any of us 
get together INDUSTRIAL MARKETING 
comes up as the topic of discussion. 

RicHarp S. Hayes, 
Publicity Chairman, The Industrial 
Marketers of New Jersey, Newark. 
vvy 
ABOUT DESIGN 


To tHe Eprror: Please pass along 
my congratulations to Philip E. Wil- 
cox, whose article appeared in the 
April isue of INDUSTRIAL MARKETING. 
This is one of the finest articles | 
have even seen on this subject as it per- 
tains to the industrial field. Like many 
another industrial designer, I have 
talked myself blue in the face to many 
prospective clients on a great many oc- 
casions, on many of these subjects. 

Now that I find this all down in 
black and white, I wonder if it would 
be possible to get a half-dozen reprints 
of this article to use as sales ammuni- 
tion for myself? 

CLIFFORD STUBBS, 
Vice President, Henry A. Loudon, 
Advertising, Boston. 


, FF 
KEEN ANALYTICAL THINKING 


To tHe Eprror: I judge the April 
issue to be the best you have ever is- 
sued. Highlight of the issue, in my 
opinion, is the article “Why Monarch 
Continues Advertising When Its Plant 
Is Oversold,” by Fred C. Dull—who 
is anything but that, and who dis- 
plays some keen analytical thinking, as 
well as some striking ways of express- 
ing his thoughts. 

KENNETH L. VAN AUKEN, 

Van Auken-Ragland, Inc., Chicago. 


- . 
THIS ADVERTISING PAYS 


To tHe Eprror: I am very glad 
that you were attracted by our adver- 
tising in Power, as indicated by your 
letter. In magazine advertising, we 
feel that the first and most important 
principle is to attract attention and to 
my mind the best way of doing this is 
by using plenty of white space. If the 
advertisement does not attract sufh- 
cient attention to “Stop” the eye, it 


doesn’t make much difference what the 
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copy is, for it will fail in delivering 
its message. 

The second principle is to appeal to 
the curiosity motive. For this reason, 
we show no cuts as to how the equip- 
ment works, but lay special stress on 
what it does. If the advertisement is 
read and the results obtained are of in- 
terest to the reader, he will be very 
likely to ask for further information. 
For this reason, we always use a cou- 
pon to make it easy to ask for this 
information. 

We do not attempt in any way to 
sell the equipment by means of adver- 
tising. What we are after are the names 
of men to whom this equipment is of 
interest. We then follow up by mail 
and at the same time refer the name 
to our representative in that territory 
for personal contact. 

This method of advertising has 
proved very successful in the past and 
the present indications are very satis- 
factory. As a matter of fact, the jobs 
which we close, that is, jobs with 
which we would not otherwise have 
been in contact, pay for the advertis- 
ing twice over. 

Grant D. BrapsHaw, 
Bradshaw & Company, Pittsburgh, Pa. 
vvwy 
HELPING THE DISTRIBUTOR 

To tHe Eprror: Will you be good 
enough to convey to The Copy Chasers 
my thanks, also Jim Clawson’s, for 
the very nice recognition given our 
Union Drawn advertisement, “How to 
obtain and maintain increased produc- 
tion, longer tool life, improved finish 
and lower parts cost,” in “O. K. As 
Inserted” of your April issue. We la- 
bored long and hard over this one and 





are happy to have our efforts thus rec- 
ognized. 

I also note the boost which The 
Copy Chasers give to the Ryerson 
warehouse ad, “How to get steel more 
quickly,” on page 83 of your April 
issue. 

I believe The Copy Chasers may be 
interested in the two Union Drawn 
distributor advertisements, proofs of 
which I am attaching, as these also 
stress availability of steel from the 
distributor. 

Incidentally, these two pages are 
part of the campaign which has been 
running for more than seven years in 
Modern Machine Shop and Mill and 
Factory, solely in the interests of 
Union Drawn distributors. You will 
note that the distributor service is 
played up and that Union Cold Fin- 
ished Steels are given a secondary 
place in the copy. 

This campaign has been very suc- 
cessful in obtaining new distributors 
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JON COLD FINISHED STEELS 


for us and at the present time our dis 
tributors take more than 10,000 re- 
prints of these advertisements each 
month with their names and business 
addresses imprinted at the bottom. 

I just thought this was a slightly 
different approach to the problem of 
promoting the jobber business which 
might prove interesting. 

ErmMer J. Kopr, 

Advertising Division, Republic Stee! 

Corporation, Cleveland 
7, VT 
SELECTING MEDIA 


To tHE Eprror: I happened to no 
tice in your March issue a Conove: 
Mast advertisement on page 66, 1 
which they listed the advertising rec 
ord of several business and industria 
papers covering the last three years 

I wonder if you could let me have 
complete tabulation for all the papers 
you check, starting from the tim 
when you began to do this? 

In selecting media, I always lik 
to take the advertising record of tw 
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“SMOOTH AS STILL WATER” 


PRINTING PAPERS 


Providing all the beauty 
of costly printing papers at the price 
of ordinary paper! 


No BUYER of printing can afford to overlook the big news 
about Sevedcoad.* Here are printing papers which have been 
made super-smooth by new and exclusive coating processes 
—beautiful, rich- appearing papers, paving the way for the finest 
printing results. At the same time—-thanks to Kimberly-Clark’s 
manufacturing economies—important savings are now available 
to every company using printing. 

If you have been buying highest quality printing, you can 
now buy more printing at the same price by specifying 
Fevetcoal papers. Levelcoat provides all the beauty of costly 
printing papers at the price of ordinary paper. 

If you have a small printing budget which has limited you 
to not-so-good appearing catalogs, circulars and brochures, 
you now can step-up to Leeefcoat quality paper at little, if 


any, extra cost, and benefit by a mighty respectable job! 


Seeing is believing... Ask 
your printer or paper merchant for 


* 
Tew fect samples, or write Kimberly-Clark 
Levelcoal Paper 3 , 


for proofs of printed results 
Made super-smooth by new, exclusive ; i 
epating preceses. fer high-quality prtating, heretofore obtainable only with 
high-cost printing papers. You'll 


Kimfect’ 
A imtect agree these new papers do most 
Levelooal Faper for the money. They are available 


Companion to Trufect at lower cost. For 
use where quality remains a factor, but 
less exacting printed results demanded. Or, inquire direct. 


Multifect’ Swenson 
Lerelcoal Paper 


Where economy counts in volume printing, 
this grade does a splendid job. 


through your paper merchant. 


KIMBERLY-CLARK CORPORATION . Established 1872 - NEENAH, WISCONSIN 


NEW YORK — 122 East 42nd Street CHICAGO —8 South Michigan Avenue LOS ANGELES — 510 West Sixth Street 
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vr more publications in the same field 
into consideration, in addition to all 
the many other factors that must not 
be overlooked, and I don’t know of 
anyone else who checks business and 
industrial publications the way you do. 
Such a tabulation would be very 
helpful to us. 
C. T. WiritiaMs, 
Manager, Media & Marketing, Fuller 
& Smith & Ross, Inc., New York. 
v v v 
AYE, AYE, SIR 


To tHe Eprror: You may be in 
terested to know that I have just ob- 
tained leave of absence from my firm 
here due to the fact that I have been 
called to active duty as a lieutenant 
(j. g-) Umited States Naval Reserve. 

[ shall be stationed in the Fourth 
Naval District with headquarters in 
Philadelphia. 


You needn’t worry but I will be 
following INpUsTRIAL MARKETING and 
advertising very closely through your 
good publication and the others which 
I read rather assiduously each week. 

Wma. Howes CoLuns, 
Assistant Industrial Advertising 
Manager, Scott Paper ¢ ompany, 

Chester, Pa. 


v v v 


THE KEEN COMPETITION 
IN ADVERTISING IDEAS 


To tHe Eprror: Here is an inter- 
esting example of two advertisements 
ippearing the same month in two dif 
ferent publications, advertising differ- 
ent products, prepared by two differ- 
ent sources—yet similar in many 
respects, 

Both stand at the top with the head 
ing, “Design Problem,” both use boxes 
ot COpy set oft on separate sheets shad- 
owed from the background, both use 
the same “stock” illustration, and both 


have a reverse black-and-white plate. 


O. S. Tyson and Company, Inc., 
produced the Babcock and Wilcox ad 
vertisement in New York, while the 
udvertisement department of Bethle 
hem Steel produced that idvertisement 
in Bethlehem. 

In answer to a letter from me, John 
( Long, Manager of Publications, 
Bethlehem Steel Company, wrote as 


follows: 


. t t VTi y ( side tne 
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Whets your 
designing problem 
? 





Records of plagiarism suits show how 
frequently it happens that different minds 
are visited by the same idea 

Some years ago the writer began a col 
lection of advertising coincidences, and 
was amazed to discover how often two 
advertisements were found to contain al- 
most word-for-word treatment of the same 
theme, or almost identical headlines, or 
illustrations bearing a marked resemblance 
Often these similarities occurred under cir- 
cumstances that made it impossible or at 
least unlikely that one advertisement had 
in any way “influenced” the other 

The two “design problem” advertise 
ments are a case In point Here are two 
advertisements on the si theme, strik 
ingly similar in layout. Then, to top the 
matter, with hundreds of stock photo 
graphs to choose from, you and we had to 


select the same one And of course the 
dates on which the two advertisements 
appeared remove any shadow of doubt 


that this is pure coincidence 
I thought perhaps this might be 
something interesting to publish in 2 
future issue. 
Oscar S. Tyson, 


President, O. S. Tyson and Company, 


Inc., New York. 
vy, veY 


LEAVING BAD IMPRESSIONS 

To tHe Eprror: There is a little 
matter that has recently come up 
which is both interesting and irri- 
tating. Often the advertising profes- 
sion has been accused of failing to 
take full advantage of promoting their 
own interests in the very tools they 
use in their daily work. This accusa- 
tion may also be applied to suppliers 
and service organizations. For exam- 
ple, a large list house has made any- 
thing but a favorable impression as a 
source of reliable lists. Within the last 
four days we have received in our ad- 
vertising department seven copies of 
the same mailing. A few other copies 
also have been received in other de- 
partments of our organization. These 
seven copies were sent under three key 
addresses so this means there are three 
copies to one address and two to each 
of the other two. This matter reminds 
me of a printing salesman who called 
and left a card that was so badly 
smudged and off-set that it was difh- 


cult to read. I suppose they both won- 
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der why they are not getting a share 
of our business. 

C. D. Davenport, 
Advertising Manager, Union Steel 
Products Company, Albion, Mich. 


7” 


BIRTH CONTROL FOR 
TRADE PUBLICATIONS 

To tHe Eprror: I received this 
morning a new publication, and at 
first blush it looks like a very good 
magazine; at least, it seems to start 
out that way. However, the average 
executive these days is being deluged 
with magazines of one kind and an- 
other, and as these people are pri- 
marily dependent upon advertising 
matter for their existence, I think it 
is up to the advertising fraternity of 
this country to do something to cur 
tail publication of much literature 
that is beyond the reading ability of 
any individual for lack of time. 

It seems to me that if something is 
not done along these lines in cutting 
down publications, of which there are 
dozens in every industry, that adver 
tising is going to defeat itself and the 
advertising council are going to have 
a Frankenstein on their hands. | 
think it is primarily up to the adver 
tising agencies to give this some 
thought, and if you think it is worth 
while, pass it down the proper chan 
nels. 

CARLETON B. BECKWITH, 
Advertising Manager, New Departure 
Division, General Motors Sales Corp., 

Bristol, Conn. 


=e. “Ss 
O.K. AS INSERTED 


To tHE Copy Cuasers: The writer 


never fails to read your excellent and 


pertinent comments in each issue. Keep 
up the good work! 
JoHN C. AUSTIN, 
Advertising Manage! 
Municipal Sanitation, New Yor 


Government Issues Handbook on 
Operation of Priorities System 


“Priorities and Defense”, a handbook 
the operation of the priorities systen 
available for general distribution upot 
plication to the Division of Informati 
Office for Emergency Management, 5 
Security Bldg., Washington, D. C. It 
cludes a general statement on the th 
and administration of the priorities 
tem, a question and answer section, a CO} 
of the Priorities Critical List, official 
structions on priorities “to Supply At 
and Services of the Army and Bureaus a! 
Offices of the Navy Department”, rept 
ductions of preference rating torms, 
other material 
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no buying is 

undertaken without the guiding counsel of the 
chemically-trained man with practical knowl- 
edge of all the requirements. Whether it be 
heat-exchangers, or kettles, or motors, or 
pumps, or any other of the “thousand-and-one” 
items needed for the maintenance and swift 
operation of plant or process, the unvarying 
purchase procedure demands his approval. 
... the ex- 

perts who create your sales . . . build their 
plans for enlargement and development of 
their industry upon facts .. . fresh facts... 
new discoveries, new formulas and processes 
... information that pays them real dividends. 
with its editorial ear to the ground, 

gives them these facts. This year more than 


RING CHEMISTRY. 
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twenty-two thousand Process Industry men 
will pay hard cash for and 84% of 
them will renew their subscription year after 
year! Each month, gives them 110 to 
120 pages of closely-packed facts on every 
important new development as soon as its 
conception becomes fact, and on all vital 
trends as they come to light. 


R is read by these men for its 
fact-packed content, and is used by lead- 
ing advertisers for the very same reason. 
To reach these key men, who each year 
spend billions of dollars on raw materials, 
chemicals, and plant equipment, you too 
can chart your advertising course with 
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this established 
twenty-six-industry 
magazine, write to 
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The Copy Chasers 
Will Carry On 
@ RESPONSE to the editorial in last month’s 


issue with reference to The Copy Chasers over- 
whelmingly supported the boys in the work they 
are doing and the method being used. Therefore, 
they will carry on. But in doing so, however, the 
minority will not be ignored; their basic objec- 
tion will be honored. 

Those who object to the negative comments of 
The Copy Chasers seem to base their protests on 
the point that heretofore many of these com- 
ments were irrevelant and meaningless because 
they did not follow through with practical sug- 
gestions of how the particular piece of copy 
might have been written to conform to The 
Copy Chasers’ idea of what constitutes a “‘sell- 
ing” ad. This objection will be met by making 
each comment fully constructive so that the 
advertiser may put the suggestions to work if he 
cares to do so. The reason that negative criticism 
will not be eliminated entirely is that by pointing 
out typical weaknesses in advertising, the strength 
of fundamentally correct copy is greatly empha- 
sized by contrast. In other words, some of us 
learn more readily by being told how not to do a 
thing as supplementary to direct suggestion, than 
by simple positive instruction. 

There seems to be no dispute as to the impor- 
tance of copy in advertising. Without effective 
copy, the millions of dollars that are spent for 
publication space are shamefully dissipated. Any 
group of experienced advertising men will agree 
on that. And The Copy Chasers are just two of 
them who sit up nights trying to do something 
about it. They have developed a very simple 
guide (see page 71) for the copywriting job, 
which has been tested by years of usage; they 
claim no super ability or divine authority to criti- 
cise another man’s work; they are merely trying 
to be helpful to the many who wish to be helped. 

Advertising is nothing more than a tool for the 
promotion of business. Just like a machine tool, 
unless properly and efficiently operated it will 
not produce the desired results. That’s why many 
manufacturers are today issuing elaborate man- 
uals so that operators of their tools may get the 
utmost out of them. That is the manufacturer’s 
moral obligation. And in the same spirit, those 
publishers of business papers known as the Asso- 
ciated Business Papers group over a year ago real- 
ized that their publications were not, in too many 
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cases, being used most efficiently, so they pub- 
lished an “operators manual” in the form of the 
“Tell All” booklet, and launched a campaign to 
stimulate more interest in “selling” copy. It 
should have been done years ago. Because, like 
The Copy Chasers’ suggestions, “Tell All” prin- 
ciples have since been adopted by many and have 
proved sound in spite of their utter simplicity. 

INDUSTRIAL MARKETING is glad to have the 
ABP “Tell All” campaign as corroborative evi- 
dence of the importance of good copy in indus- 
trial advertising. And in the same spirit of help- 
fulness, and no other, it is asking The Copy Chas- 
ers, on the basis of reader expression, to continue 
the constructive work they have been pioneering 
in the interest of more economical and efficient 
promotion of industrial sales. 


Practical Reason for 
Continuing Advertising 
@ FOR THOSE who may not be sufficiently 


farsighted to see the reason for continuing adver- 
tising during the present program of national 
preparedness in order to protect markets for 
post-war days, there is one reason for advertising 
in normal times that still applies, and doubly so. 
That one is the turnover in personnel. 

Things are moving fast these days; and they 
are going to move faster from now on. Due to 
many factors, and especially the building up of 
the armed forces of this country, the old stand- 
by buying influences which have been so faithful 
in the past are going to be scattered to the four 
winds. Even those who are not inducted into 
military training are being shifted from post t 
post. All this is breaking down heretofore well 
organized “inside” channels to business and lea\ 
ing in their place hurdles which must be nego 
tiated. In addition, the great expansion of indus 
trial organizations is bringing into the pictur 
many new men who gradually will assume im 
portance in the buying process. Thus, this un 
precedented turnover and shifting of personn 
not only creates an immediate sales problem bi 
raises the question as to who is going to be wha 
and where when the new day dawns. 

One of the most important functions of adve' 
tising and one of its most economical factors 
its ability, unequalled by any other instrumen' 
to keep all buying influences covered and cult 
vate them until they may be reached by the sa! 
force. 
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Typical First Award plaque and Award of Merit framed certificate presented to fourteen 


business papers last year in ‘Industrial 


Marketing's" competition for editorial achievement 


Editors Prepare Entries for 
Aunual Competition 


@ WITH three months yet to go be- 
fore the dead line, business paper edi- 
tors are beginning to prepare their en- 
tries for INDUSTRIAL MARKETING’S 
Fourth Annual Competition for Edi- 
torial Achievement. Some entries have 
ilready been received. The competi- 
tion closes Aug. 1, and announcement 
of awards and presentation of the tro- 
phies will be made at the Toronto 
Conference of the National Industrial 


Advertisers Association, Sept. 17-19. 


The competition is open to editors 
of all business papers published in the 
United States and Canada; there are 

) restrictions as to types of publica- 

ons or their group afhliations. No 
try blanks are required. Aside from 

time limitations of entries, there 
only one important regulation to be 
served—that is, all entries must be 
companied by a statement of objec- 

e and evidence of results or reaction 

the material submitted. 

Awards will be made this year in 


e classifications as follows: 


1. For the best series of articles or 
torials, or general editorial cam- 
gn around a definite objective run- 


g through a series of issues. 


2. For the best single article or 
torial pertinent to the advancement 
1 welfare of the field served by the 
blication. This may be a technical 
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article or an editorial treating a prob- 
lem confronting the industry and sug- 


gesting a solution. 


3. For the best illustrative treat- 
ment of editorial material in general. 
Recognition also will be given for out- 
standing work in the way of telling a 
story principally with pictures and 


short captions. 


4. For the best published research 
initiated by the publication on a 
major problem in the industry served 
by the publication. This may be in 
the nature of investigation and devel- 
opment of data concerning improved 
technical practice, economic or mar- 
keting problems, or industry or public 
relations. The idea here is to recognize 
leadership exhibited by business papers 
in the interest of the fields they serve. 

§. For the greatest improvement in 
typography, format, and general ap- 
pearance with regard to functional de- 
sign and appropriateness to the edi- 
torial services rendered. A special 
award will be given for the most out- 
standing example of typographical ex- 
cellence maintained during the year, 
thus giving recognition to the publica- 
tion which is improving by refinement 
an established high standard of design. 

One First Award and two Awards 
of Merit will be given under each clas- 


sification. Material entered in the 


competition must have appeared with- 
in the twelve months preceding Aug. 
1, 1941, closing date of the contest— 
this includes issues from August, 1940, 
to July, 1941, inclusive. 

INDUSTRIAL MARKETING is proud to 
present for the fourth time a Jury of 
Awards which it considers especially 
qualified for the task of selecting the 
most outstanding material from the 
great mass of entries annually made in 
this competition. The jury comprises 
two advertising managers, two adver- 
tising agency executives, and an emi- 
nent industrial designer and authority 
on design and layout in the graphic 
arts: Robert L. Gibson, assistant to 
manager, publicity department, Gen- 
eral Electric Company, Schenectady, 
N. Y.; Charles McDonough, advertis- 
ing manager, Combustion Engineering 
Company, Inc., New York, and past 
president, National Industrial Adver- 
tisers Association; S. L. Meulendyke, 
vice-president, Marschalk and Pratt, 
Inc., New York; Louise Dykes, space 
buyer, trade and technical department, 
J. Walter Thompson Company, New 
York; and Walter Dorwin Teague, in- 
dustrial designer, New York. 

Entries and correspondence regard- 
ing the competition should be ad- 
dressed to Contest Secretary, INDUs- 
rRIAL MARKETING, 100 East Ohio St., 
Chicago. 
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THE BIGGEST JOB ON): 


@ The biggest job on earth is engineering construction. 
Selling to that industry is a big job, too. But not neces- 
sarily the hardest. 

Not when you can harness the tremendous influence 
exerted on that industry by two magazines... Engineering 
News-Record and Construction Methods—two magazines 
distinguished by their record of accomplishment . . . by 
their ‘sales-ability to get results! 

Their record of sales success is based on a simple 


editorial formula: 


IMPROVED CONSTRUCTION AT LESS COST 
For construction men constantly seek new ideas and 
methods . . . watch eagerly for new products that help 


them build better at less cost. 


FACTORIES @ AIR BASES @ SHIPWAYS @ AIRPORTS © DOCKS @ SHIPYARDS @ HO)£LS 
WATERWAYS @® TUNNELS @ DAMS @ FLOOD CONTROL @ DRAINAGE @ HOSPI' 1LS 
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And both magazines do that same editorial job—but in 
different ways. Engineering News-Record is edited for 
men who “get” the idea best in text and diagrams; Con- 
struction Methods for men who prefer their “story” told 
in pictures. 

That’s why so few construction men subscribe to both! 
That’s why subscriber duplication is less than 6 percent! 

Thus, together these two magazines can put and £eep 
you in sales touch with men who specify and buy your 
products. 

Together they wield tremendous influence on the big- 
gest industry. Together they can help you sell “the biv gest 


job on earth.” 
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YOU CAN PLAN YOUR ADVERTISING 
FOR SALES RESULTS 


Do you advertise to keep your name “be- 
fore the trade?” Or do you plan your 
advertising for sales results? 

If it’s results you're after, let hundreds 









of your customers and prospects tell you 
how to get ‘em. 

They’ve told what they like . . . and 
dislike . . . in equipment advertisements. 
They’ve told what they want you to tell 
them about your products. 

All in a 48-page book, packed with 
practical, how-to-do-it tips on advertising 
for results. It’s designed to help your ad- 
vertising really sell! Get this book by writ- 
ing now to A. E. Paxton, Manager. 
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d for NEW JOBS 

Con- s New construction contracts are let each week. You'll 
 eold id ENR and CM readers influencing buying and spe- 


fying on these jobs. 


Chey buy your products on these jobs because they've 


both! 


rcent! 


Ree . , 
P nes—by selling construction men before they start to 


your @ cify and buy. 


en sold before they got the contract . . . before any- 
e knew there'd even be a job. 


That's how you profit by advertising in these mag- 


tN ts A cast i 


You can see exactly what you're getting in terms of 


‘ide ial coverage on actual projects. Write for weekly 
nig- 
. coverage reports to A. E. Paxton, Manager. 
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THE LOUIS ALLIS CO., MILWAUKES, WISCONSIN 


The full-color reproduction of an oil painting of an eagle in flight, further accentuated by 
lamination, was the front page of an insert appearing in a long list of business papers last 
month for The Louis Allis Company, Milwaukee. The story of its complete line of electric 
motors was presented on the second page, which carried a solid tint background of yellow 
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LeTourneau 


ing and controlling its work. As a 
result of the use of Ellis forms. we 
think straighter, make fewer false 
starts, and get more done than in the 
old hit-and-miss way of doing things. 

As we see it, the big purpose of an 
advertising department is to make the 
jobs of sales and management easier. 
LeTourneau management very def- 
initely agrees with this philosophy, re- 
gards the advertising department as an 
important and active junior partner of 
sales and management. In furtherance 
of its philosophy, the advertising de- 
partment works closely with all other 
departments and gets into many non- 
advertising projects. One of these was 
the conduct by the advertising man- 
ager this winter of a thirteen-weeks’ 
study course in “Business Thinking” 
for junior executives. The course was 
built around a study of Ellis Methods 
and was taken by twenty-four young 
men trom the following departments: 

Accounting Printing 
Sales Training Advertising 
Production Shipping 
Standards Export 
Engineering Personnel 

The men put the knowledge gained 
in that class into almost immediate 
use for such diverse purposes as: (1) 
organizing and controlling the annual 
physical inventory—best handled and 


quickest inventory in years; (2) out- 
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lining plans and procedure for classi- 
fying skilled, semi-skilled, and un- 
skilled labor; (3) planning a new and 
better procedure for handling inter- 
departmental transfers; (4) writing 


better letters. 


Copy Sells Performance 


The real job of the LeTourneau ad- 
vertising department, naturally, is to 
prepare advertising material. We bear 
down on that. The first advertising 
manager of the company was K. F. 
Park, now chief field engineer. He 
prepared the early advertisements be- 
tween field trips and estimating jobs. 
That early copy bristled with job dope. 
Contractors frequently saved the ads 
and used the figures when preparing 
bids. That’s making performance sell. 

Today, LeTourneau copy still sells 
performance. We believe that adver- 
tising copy, like a good salesman, 
should tell plenty; it should be specific; 
describe how users profit; show by ac- 
tual job pictures what the equipment 
can do; contain a definite sales hook. 
We try to give the reader of LeTour- 
neau ads specific ideas into which he 
can sink his teeth. There’s a double 
purpose in this—first, to give the cus- 
tomer ideas for using, or profiting 
from the use of the equipment; sec- 
ond, to present the salesman with sales 
ideas. We feel this second purpose 
cannot be over-emphasized. The deal- 
er’s salesmen frequently are not so fa- 
miliar with the points to be stressed 


as is the prospect. Good advertising 





copy can and should give salesmen sell- 
ing ideas. 

To get selling ideas into advertising 
copy, LeTourneau advertising men 
keep a close watch on sales activities, 
read widely in trade papers, keep a 
photographic dragnet out for the latest 
field pictures, listen carefully to Le- 
Tourneau field engineers, salesmen, and 
servicemen, and make at least one long 
field trip each year. These field trips 
usually last from ten days to two 
weeks, cover anywhere from two to 
half a dozen states. Normally the men 
in the department are sent out in pairs, 
carry still cameras and occasionally 
movie cameras. They visit dealers and 
jobs, are expected to come back with 
plenty of job pictures, job dope, and 
a knowledge of how the dealer is using 
LeTourneau literature and what he 
would like to have the advertising de- 
partment do. As a result of these field 
trips, we have noted a decided im- 
provement in advertising copy—it 
talks the users’ language. 

LeTourneau copy appears regularly 
in leading construction, highway, min- 
ing, and logging papers. The manage- 
ment is opposed to one-shot insertions 
and small space in its major fields; so 
the result is that most LeTourneau ads 
are full pages with bleed and color. 
Schedules in major papers run from a 
minimum of six pages up to fifteen, 
yearly. Fractional space is used occa- 
sionally in new or fringe markets. 

All LeTourneau space copy is writ 
ten specifically for the magazine or 
magazines in which it appears. We feel 
it is false economy to prepare a single 
ad and stretch it over several fields in 
order to save on production costs. In 
the average month we will prepare 
from seven to ten ads with completely 
different copy and layout for from 
eight to twelve national publications 
Some of these will be re-used later 


sectional papers, usually with changes 


Sectional Advertising 


Like national copy, LeTourneau sec 
tional advertising, which is run in co 
Speration with our distributors, lea: 
heavily toward the specific. Many 
the ads are written especially for ¢! 
When n 


tional ads are used for sectional pape: 


territories to be covered. 
local pictures frequently replace t! 
original cuts, and local angles a 
played up by changing captions an 
main body copy. 

We look with favor on sectional ad 
vertising, and encourage its use amon 
our distributors by paying half 
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a valuabte nea “medium 
for manufacturers. of. 


electronic: and ‘allied 
electrical: ‘equipment 


~ 


reaching ; 60, 000° 
engineers cand executives 


: in. _the- defense- booming 
~ electronic industries 


those manufacturers who have never before used ELECTRONICS 


June ELECTRONICS will be a super-issue fulfilling the 
demands of 89.5% of a surveyed group of readers who said 
Yes, we need and we will use a complete directory of all 
nanufacturers of equipment, parts and materials used in the 
electronic industries.” 


With this pre-sold audience of purchase-influencing engineers 
eady to use and keep for future ready-reterence this June 
ssue, we offer a ready-made advertising medium for every 

manufacturer who expects his products to be in demand by 

this industry at any time during the coming year. We be- 
eve sincerely that this super-issue offers the biggest adver- 
sing dollar-value ever made available to manufacturers sell- 
ig the electronic and allied electrical industries. 


JUST COMMON SALES-SENSE 

your products are or can be used by the electronic and 
nsitive electrical manufacturing industry you should de- 
ribe them to purchasing-minded engineers when they want 
1em—when they’re designing products that can use your 
aterials. That’s when they will refer to ELECTRONICS 
eference and Directory Issue. That’s when a line under your 
\id-face listing will say “see advertisement on page so and 
”" That's the moment right there when you can make the 
st and most important step toward sales. But you've first 
t to have a description of your products in this June Issue 
here it is readily available for their reference. For the small 
st of this space your products get a year’s lease on a posi- 


tion at the fingertips of the men who are anxious to buy 
them. 
A BULL'S EYE FOR A ONE-TIME SHOT 

Never before has ELECTRONICS advised “one issue cam- 
paigns.” But the design and function of the June Directory 
Issue makes it an ideally profitable medium for those manu- 
facturers who cannot yet schedule a regular series of adver- 
tisements, but who want maximum return for their one-time 
sales message. 


If you do not now plan a regular campaign in ELECTRON- 
ICS it is important that you have one advertisement in this 
June Issue. This sales message can carry the burden of your 
sales effort in the electronic industries. If and when you are 
ready to plan a regular schedule this initial message about 
your products will have explored your potential market and 
built valuable product recognition. 


HELP YOUR SALES PROGRAM WITH THE ADDED 
PUNCH OF AN ADVERTISEMENT IN JUNE ELECTRON- 
ICS. A FULL PAGE COSTS ONLY $205.00. YOUR PROD- 
UCTS CAN BE REPRESENTED IN DISPLAY SPACE FOR 
AS LITTLE AS $34.17. 


Write or wire us for further details 


electronics 


330 WEST 42nd ST. NEW YORK, N. Y. 


 * 15. COO TNS PEM circulation PLUS) mere, than 45,000" pasion /recdershipey %H . - 
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space and engraving costs. To better 
handle the many details incident to 
cooperative sectional campaigns, we 
now use an adv ertising agency for this 
phase of our activities. This sectional 
advertising, however, is not run at the 
expense of national space. Each sched- 
ule is figured independently, both are 
extremely flexible. The amount spent 


in sec tional determined 


papers 1s 
largely by the distributors and it does 
not affect the amount spent in national 
papers. 

Both national and sectional space ad- 
vertising is regularly merchandised to 
our dealers by means of monthly ad 
reprints. These reprints are assembled 
and mailed in a folder especially de- 
signed to suggest filing. Each folder 
carries on the inside cover a list of 
the reprints and magazines in which 
they appeared. We do not kid our- 
selves that all our dealers file these 
reprints, but we do know that many 
ot them route the ads to all their sales- 
men. We like to think that the ads 


give them selling ideas. 


Direct Mail 


Selling 
naturally isn’t confined to publication 


LeTourneau performance 


space. It shows just as strongly in 
direct mail. Because we lean so heavily 
toward performance copy, most of our 
direct mail is of the application type. 
It talks job data, is liberally illustrated 
with on-the-job photographs, tries to 
help the prospective user solve his 
problems to his and our profit. 

The pieces tO go into the direct mail 
program are determined in the early 
fall. Because LeTourneau distributors 
are also distributors for Caterpillar 
['ractor Company, we plan our direct 
mail program to dove-tail with theirs. 
As soon as the program is definitely 
set, usually by Oct. 1, the dealers are 
notified what pieces will be available 
and when. We aim to have most of 
the pieces ready not later than May 1, 
so they can be used by the dealer in 
his spring sales drive. 

We stand the full cost of preparing 
this direct mail, and imprint it for the 
dealer. He does the mailing and pays 
postage. Thanks to long Caterpillar 
training in the effectiveness of adver 
tising, most of our dealers do a thor 


ough job of direct mail. 


House Organs 


In addition to the regular direct mail 
program, we issue three house organs, 
dealers, and 


distributed partly by 
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This “tell all catalog style copy including 
prices now being used by Lyon Metal Prod- 
ucts in business papers and direct mail is 
bringing home the orders in these days when 
buyers need equipment fast and adequate 
information with which to select their needs 


partly through company special lists. 
The first of these is “LeTourneau 
Methods,” picturing and describing the 
latest and best methods of using Le- 
Tourneau equipment as observed in the 
field. It is written primarily for pres- 
ent and potential users and is issued 
bi-monthly. 

Second in the list of house organs 
is “The Co-Operator,” prepared by the 
advertising department in codperation 
with the service department for oper- 
ators of LeTourneau equipment. It is 
packed with operating dope, ranging 
all the way from lubricating hints to 
suggesting the best method of cutting 


backslopes with a carryall 


scraper. 
Much of the contents is contributed 
by operators in the form of letters to 
the editor. Small cash prizes are paid 
for the best letters received each issue. 
“The Co-Operator” appears every other 
month, alternating with “LeTourneau 
Methods,” and circulates to all Le- 
Tourneau Certified Operators, to con- 
tractors and operators who have re- 
quested it from us, and to operator 
lists maintained by dealers. 

Our newest house organ is ‘Meto- 
dos,” designed to reach Spanish-speak- 
ing users and prospects. It is a cross 
between “LeTourneau Methods” and 
“The Co-Operator,” containing both 
job stories and operating hints, with 


Bulk of the 


pictures and text used have to do with 


emphasis on the “how.” 


earthmoving projects abroad, mostly 


in Latin America. Its purpose is to 


show how LeTourneau methods can be 
and are being used by others in the 
export field who have similar prob- 
lems to those of the reader, thus pav- 
ing the way for the salesman. 


Tournapull Movie 


LeTourneau prepared several silent 
movies in the past, but did little to 
promote their use, and in the last two 
years practically abandoned any at- 
tempt to bring its movies up-to-date. 
When the company decided to market 
aggressively its newest earthmoving 
unit, the Tournapull, it was felt that 
movies could best show dealers and 
prospects how it works. So the adver- 
tising department produced “Earth- 
moving Takes Wings,” a black and 
white, 16-mm., 800-foot talkie. A 
large part of the footage was taken by 
free-lance commercial photographers, 
the remainder by the company’s pho- 
tographers, members of the advertising 
department, district representatives, 
and a supplier’s salesman. 

A rough outline of contents was 
prepared late in the summer, then foot- 
age ordered or taken to fit the outline 
The advertising department wrote the 
script and handled practically all edit- 
ing, making use of outside studios only 
for the final technical details, such as 
fade-ins, and for recording the narra- 
tive. No attempt was made to develop 
a fictitious story—we felt Tournapul! 


prospects wanted to know what the 


rigs could do and how they could 
profit from using them. And that is 
the story the film attempts to tell 
these prospects as directly as possible, 
without unnecessary frills. Sequences 
were kept short, repetition held to a 
The result—a fast-moving 


screen demonstration answering prac- 


minimum. 


tically all questions a prospect may 
have. Premiere showing was to Le- 
Tourneau salesmen at the annual sales 
meeting in mid-December. Since then 
more than seventy-five per cent of all 
our dealers in the United States have 
ordered prints of “Earthmoving Takes 
Wings.” One dealer reported the sale 
of two Tournapulls as a result of 
showing it to a prospect. Naturally, 
we like that—it shows that LeTour 
neau advertising is accomplishing its 


aim, SALES. 


G-E Appoints Brockbank 


General Electric Company has appointed 
Lucas T. Brockbank manager of gover! 
ment and builder sales for air condition 
ing equipment, with headquarters at 


Bloomfield, N. J 
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Looking for 
Immediate 
Business?..or 
Investing in 
Future Volume ? 


Boom times in BOTH air conditioning markets. and 
in the allied fields! 

Today, industry is buying air conditioning, heating 
and process piping as never before in history—in tre- 
mendous volume. 

Today, with more money in pay envelopes, sales of 
residential air conditioning, warm air heating and do- 
mestic sheet metal construction are at new all time highs 

a residential boom is in full swing in almost every 

American community. 
STEP UP your air conditioning sales now! Step 
them up by a vigorous, two-fisted advertising 
campaign directed to the readers of these two 
KEENEY publications—directed to the KEY 
MEN who purchase-control this entire air condi- 
tioning and allied equipment field. 

You will find that advertising in HEATING, 
PIPING & AIR CONDITIONING and in AMERICAN 
ARTISAN is responsive advertising—advertising that 





gets results—advertising that will help materially in 
boosting your present sales volume — advertising 
that will help materially to insure acceptance for 
your products in future days, when competition 
again makes selling a man’s job. 


Best of all, a full page EVERY MONTH IN BOTH 
PAPERS costs less than one good salesman—and these 
pages make per month over 18,000 calls! 


ah 


MPANY... Aux Conditioning 











Typical of the enthusiasm and interest of the group of industrial advertisers who are organiz- 
ing a NIAA chapter at Rockford, Ill. is this turnout at the Midwest Conference at Chicago 
last month: M. R. Crossman, Barber-Colman Company, leader of the group; W. C. 
Hagstrom, Mattison Machine Works; Folke Engstrom, American Cabinet Hardware Company; 
J. M. Kijellstrom, Sundstrand Machine Tool Company; W. C. Galloway, Barber-Colman 
Company; George R. Holt, W. F. and John Barnes; and Lee Anderson, National Lock Company 
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Correct Appropriation 


set up a program that we believe is 
adequate to attain our objective in the 
face of competitive effort. 

When this tentative advertising plan 
is set up, we must calculate the cost 
of all items and add them up. The 
sum total will be the estimated cost 
of doing the job we want to do in the 
time we want to do it. 

When we total our proposed ex- 
penditures, we may have a figure that 
is out of line with our present sales 
or our sales prospects, or even with 
the amount of money in the “kitty.” 
Suppose tor example, that the tenta- 
tive advertising plan indicates that we 
should spend $50,000 and our sales 
volume only amounts to $100,000. 
Obviously, the two must be reconciled. 
We must trim our advertising objec- 
tive. We will have to proceed more 
slowly. 

There are two factors to be consid- 
ered in setting up any advertising 
plan—Time and Money. How fast a 
given advertising objective will be 
achieved depends upon how much 
money the advertiser is willing to 
spend. If he wants to establish him- 
self ov ernight, he must be prepared to 
pay for the spreads, inserts, color, and 
bleed that are necessary to do the job. 
If he hasn’t the money to spend, he 
must not expect to achieve his objec- 
tive quickly. As a matter of fact, in 
some highly competitive situations in 
which dominant suppliers are firmly 
established, he may never be able to 
improve his position by using small 
space, no matter how long he contin- 
Imagine trying to 


Strikes with 


ucs to advertise. 
compete with Lucky 
quarter-pages, four times a year! 

If we are introducing a new prod- 
uct with good future possibilities, the 


advertising expenditure should not be 
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limited by the present volume of sales. 
Advertising a new product must be 
considered as much a capital invest- 
ment as machinery in the plant. Just 
as the investment in machinery is writ- 
ten off over a period of years, the in- 
vestment in market acceptance must 
also be written off over a period of 
years. On a new product, therefore, 
that seems to have future possibilities, 
management must realize the necessity 
of spending large sums for initial pro- 
motion—sums that may not be re- 
turned for several years. 

On the other hand, if our market 
has become stabilized, it is seldom wise 
to spend more money for advertising 
than current sales figures warrant. 
This is especially true if the market is 
limited and the advertiser is getting a 
large share of the available business. 

If our tentative program, therefore, 
is too rich for our blood, we must 
reconcile ourselves to slower progress, 
change our advertising objectives to 
suit our pocketbook, and revise the ad- 
vertising plan accordingly. 

When the advertising appropriation 
has finally been approved and the ad- 
vertisements run, we still have a job to 
do—testing to determine the results. 
In future-action industrial advertising 
campaigns, that is more easily said than 
done. 

In the consumer field, an advertiser 
can set aside a test area and audit his 
sales in that area before and after a 
test campaign. When he gets through, 
he has a good idea as to whether he is 
spending too much or too little. 

Similarly, if an advertiser is selling 
direct-by-mail, he can test to see if 
he is spending too much or too little. 
He knows exactly how much he can 
afford to pay for a sale and still make 
a profit. By keeping a continuous rec- 
ord of the cost of each sale through 
each publication, he knows when to 


expand and when to curtail his pro- 


gram. Publications that can sell at 4 


profit remain on the schedule. Pub 
cations that fail are cut off. The « 
tire process is 100 per cent quanti! 
tive. 

Unfortunately, with most advertised 
industrial products, this simple aud 
ing process cannot be used so easi 
But it can be done if the advertising 
objective has been to gain the accept 
ance of a certain basic idea. Afte; 
our advertisements have appeared fo: 
a reasonable time, we can question a 
representative group of our prospects 
to see if our basic advertising idea has 
become accepted. If the objective has 
been to change the thinking of our 
prospects, we can test to see if their 
thinking has been changed. And even 
on moderate expenditures such a study 
is always worth the cost. 

Our agency recently made a survey 
of this kind for one of our clients. Be- 
fore the client started a new adver- 
attitude 


tising market 


study showed that his product ranked 


program, a 


fourth in recognition standing. Three 
of his competitors topped him. A year 
and a half later, after a carefully 
planned advertising campaign, the 
same group of prospects was again sur- 


This time 


the advertiser’s product ranked sec- 


veyed in an opinion test. 


ond. The cost of making this shift 
was known, and the number of mar- 
ket prospects affected could be esti- 
mated. Hence, the cost of achieving 
the objective was reducible to a quan- 
titative basis. 

While it is not always possible to 
evaluate in actual dollars and cents the 
results revealed by such tests, the pro- 
cedure represents a method of ascer- 
taining whether the advertising ex- 
penditure is adequate. 

To summarize, there is only one 
correct way to determine the size of 
an advertising appropriation. It ne- 
cessitates (1) analyzing the market; 
(2) finding the market attitude; (3) 
setting up advertising objectives; (4) 
working out an advertising plan; (5) 
reconciling the plan with future sales; 
and (6) testing to see whether the re- 
sults are worth their cost. 


DLC Agency Dinner, May 23 


The fifth annual entertainment and 
ner party tendered agency executive 
Chicago and vicinity by the Chi 
Dotted Line Club will be held May 2 
the Bal Tabarin, Hotel Sherman. I 
Pelott, Penton Publishing Company 
chairman 
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ADVERTISE IN FACTO RY 


@ Manufacturers, generally, advertise because “it makes sales 
effort easier and more quickly effective” —“‘it reduces selling 
time and effort’ —“it gives real sales assistance”. A simple 
purpose, common to all. 

And equally simple are the reasons why so many of our 
450 regular advertisers make FACTORY the backbone of 
their sales support. One manufacturer calls the pages of 
FACTORY “a natural atmosphere for our advertising’; an- 
other says: “no other has such high type of reader interest; 
our key magazine’; another declares “it covers exactly the 
men we are most interested in reaching”; while still another 
points out that “Logical prospects and FACTORY circula- 
tion coincide remarkably.” 

These are reasons for using FACTORY as fundamental 
as its “‘basic across-the-board coverage” of the manufacturing 
industries. And this is the net: The 75,000 plant men who 
have the power and the responsibility to specify products 
read the advertisements in FACTORY as attentively as they 
do the text pages, for help in their jobs. They really get it 


— and respond. 


FACTORY 


MANAGEMENT an i i ee i i 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York, N. Y. 
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Company Defense 


tising manager conduct a research of 
successful direct mail campaigns and 
capitalize on the basic fundamentals 
that made those campaigns get results? 
Then, armed with such factual data, 
the advertising manager is in a strong 
positon to lay his plans for future 


direct-by-mail when his 


campaigns 
company is again back in the competi- 
tive struggle for business. 


6. Sales 


been neglected by our typical com- 


manuals have usually 


pany in normal times. Here is a real 
job for the advertising manager to de- 
velop sales manual data into more prac 
tical, usable form as a defense mea 
sure against the future when salesmen 
will again have to know all the an- 
swers. 

In this connection, how many sales 
manuals have you seen that tell the 
good and not-so- good points about 
your competitors’ products? Your ad- 
vertising manager can investigate com- 
petitive products and prepare sales 
manuals that will really help a sales- 


man combat competition. 

7, If the company exhibits at con- 
ventions in normal times, the adver- 
tising manager can do well to study 
the comparative merits of various con 
ventions held regularly in normal 
times. 

If there are twelve logical conven 
tions for the company’s exhibits and 
the company can afford only six or 
four, WHICH six or four will be the 
most important? How many exhibi- 
tors KNOW the best conventions for 
their particular products? How many 
just guess or are influenced by total at 
tendance figures only? 

Those are a few of the many com- 
pany defense jobs awaiting the indus- 
trial advertising manager today. Un- 
like product dev clopment work, most 
jobs carved out by the advertising 
manager require no fixed investment 
in machinery, tools, patterns, dies, etc. 
His work is largely plan work. His 
head, his eyes, and his hands are the 
only equipment he needs to do a real 
company defense job. But he needs 
the encouragement of a far-sighted 
management that appreciates the im- 
portance of his true function. 

The advertising manager with such 
1 management back of him can do a 
tremendous amount of good for his 
company. Without the support of a 
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needs special 


eutting tools 





Here is what our experts have worked out 


oh ee ee ee Ne oe a 





PRATT & WHITNEY 


With magnesium playing an increasing role 
in the defense program, Pratt & Whitney 
uses a page in color in metal working papers 
to pass along some of its knowledge on how 
to machine the material which is new to 
many plants. Services of sales engineers are 
offered but not a word is said about “buy” 


far-sighted management, the industrial 
manager of today is worse than help- 
less. He develops a feeling of inferior- 
ity that may weaken his ability to do a 
real job for his company when com- 
petition again calls him into the com- 
petitive struggle. 

A vital question to be decided by 
management today is this: “Shall we 
weaken or destroy our company de- 
fense or shall we strengthen it as the 
nation is strengthening itself?”” The 
decision must be made. The sooner it 
is made the better for everyone in- 
volved. 

It took Britain and her allies of 
1914-1918 two decades to learn how 
strong a defeated competitor can be- 
come. It will take considerably less 
time for many companies to learn how 
strong competitors can become who 


now seem weak in comparison. 


[CONTINUED FROM PaGeE 17] 


Sangamo s Advertising 


1941 but to be accumulative, not only 
in that year but in the years to come 
as long as effective merchandising and 
continued increased use in residential 
Service occur. 

Starting in twelve years ago, over a 
period of three years we ran some 
striking copy and illustrations on obso- 
lescence of meters, but since that time 





many new men have come into the 
industry; others have grown up in the 
industry, and as the use of electricity 
increases, the subject matter becomes 
more and more important to the user. 

Fortunately, we have a theme here 


which, while it is designed to sell 


goods over a period of time, is also 
designed to sell goods only where it 3s 
as advantageous to the buyer as it ‘s 


to the seller. 


“You scratch my back, and I’! 


scratch yours.” 


FTC Releases Financial Report of 
Machine Tool and Machinery Mfrs. 


A combined financial report of seven « 
the more important concerns in the ma 
chine tool accessory and machinists’ pre 
cision tool manutacturers has been issued 
by the Federal Trade Commission as part 
of its project for the collection of annua 
financial reports from a large number 
industrial corporations. These seven cor 
porations reported consolidated sales for 
193¥ aggregating $42,525,947, or approx: 
mately thirty-four per cent of that re 
ported by the Bureau of the Census. The 
gross margin on sales was 28.3 per cent 

The total expenses represented 16.8 per 
cent of the total sales, and of this, selling 
expenses represented 9.7 per cent and ad 
vertising, 0.7 per cent. After deductior 
of the items listed as expenses, there ré 
mained a net proht from manufacturing 
and trading of 11.7 cents from every do 
lar of sales 

A similar combined financial report 
fourteen manufacturers of industrial ma 
chinery (special industry machinery, four 
conveyor systems, a! 

machinery) was als 


dry machinery, i 
general industrial 
made. In this group the total sales 
1939 were $218,778,286, which represent 
22.7 per cent of the total value of prod 
ucts reported by the Bureau ot the Cens 
for 1937 The gross margin on sales wa 
23.7 cents on each dollar ot sales revel 
The total expenses represented 19.2 per 
cent of the total income trom sales and 
services, selling expenses representing 10.5 
per cent of total sales, and advertisir 
0.9 per cent After deduction of e) 
penses, there remained a net profit tr 
manutacturing, servicing, and trading 
4.4 cents from every dollar of sales 


Expect Ban on Use of Flag 
in All Advertising 


A bill banning the use of the Ameri 
flag, standard, colors, or ensigns, has | 
passed by the Senate and is expected 
meet no Opposition in the House It 
bill is passed, it will eliminate the 
fusion resulting from conflicting § st 
statutes, there being no national law 
the subject at present 

The bill calls for a fine of $100 or 
and a jail sentence of thirty days or 
or both, for those who disfigure, muti! 
or use the flag for commercial purp: 
The use of pictures of the flag or 
emblems on packages is specifically 


bidden 


Walter J. Henry Dies 


Walter J. Henry, vice-president 
charge of sales, Boston Gear Works, I: 
died in Quincy, Mass., April 8, at the 


ot torty-tour. 


’ 
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6. Kk. 


AS INSERTED 


@ BACK in the days when grass was 
growing in the streets, apples were 
getting rotten on every corner, and 
space peddlers wore a lean and hungry 
look, we concluded that the salvation 
of the industrial press lay in educating 
ts clientele to W hat does and does not 
constitute good advertising. 

So it’s a tribute to the perversity 
of the publishers that so many of them 


whose issues were then as thin as the 


bread in a watercress sandwich are now, 


in these lush times, taking the trouble 

to tell their customers—A, B, C— 

ow to work up a hunger in the 

tomach-pits of industrialists who 

pend half their times bawling into 
telephones about deliveries. 

We're not complaining. We think 

fine. The lessons they’re scratch- 

g on the blackboards are as sound 

day as they were when orders came 

ibout as frequently as birthdays, 

! you really had to dig, dig, dig for 

siness. We just hope the class isn’t 

out on vacation—feeling no com- 

sion to make the figures add up 

t and as a result lavishly crayoning 

rple patches all over the landscape. 

loggone, this is good stuff these 

shers are giving out with—we 

n Chem & Met, Electrical World, 

r, Electrical Contracting, etc., in 

own advertising—and here it is, 

everybody thinks patriotism is 

\1 sales approach and why bother 

the fundamentals when sales are 

isy to get as the measles? (And 

if all those publications men- 

ed happen to be from the Mce- 

v-Hill stable, sO W hat? We still 

the advertising of some other 

raw-Hill papers rhymes with 
-.") [CENSORED] 


last, these publications have be- 
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Readers’ Formula for 


“Information” Advertising . . . Flag Day 
Selling to Bakers . . . Defense Ad-of-the-Month . . . No Boo 





The Copy Chasers’ 
Principles 

@ THE COPY CHASERS base 

their criticism of industrial ad- 

vertising on the following basic 
principles, which they use in 
their own daily chores: 

1, A sound sales idea—true to 
the product, penetrating, re- 
memberable. 

2. An intriguing headline—not 
just tricky—logical to the 
sales idea, and promising 
enough to make _ reading 
worth while. 

3. Skillful copy, free from gen- 
eralities, free from advertis- 
ing bromides, and free from 
unbacked-up claims for su- 
periority—readable, human. 

4, Copy expressing the prod- 
uct’s qualities in terms of 
benefit to the purchaser—but 
nothing exaggerated, noth- 
ing boastful, nothing the 
salesman himself would be 


ashamed to say. If necessary 





good solid “reason-why.” 











come conscious of their life-blood— 
copy, and realize that their own 
metabolism depends not so much upon 
an immediate abundance of copy, as 
upon the success of copy. Results— 
not circulation statements—will build 
faith in advertising. And if it takes 
the publisher to usurp the agency’s re- 
sponsibility, or the advertising mana- 
ger’s, in order to help get results— 
what of it? That’s just being smart. 

Several months ago, Electrical Con- 


tracting ran a spread in these pages, 


headed, “Why Don’t You Sell Your 
Publication and Quit Yapping 
About Copy!”” What an ad for 1934! 
And what an ad for our next post- 
war year! And a swell ad for today, 
too. It sums up a series which had 
been running previously, and it points 
out, frankly: “If a manufacturer runs 
a series of ads with us and doesn’t get 
the results he is looking for—what 
sometimes happens? Right! He says 
our readership just ain’t. ... When all 
the time maybe his copy was not tell- 
ing our readers what they want to 
know about his products.” 

The series of ads has been answer- 
ing the question—“What is good copy 
for Electrical Contracting?”’—by tell- 
ing what E. C. found out when it sent 
roving reporters to interview typical 
readers. 

If you sell through electrical con- 
tractors, you’re crazy if you don’t read 
—and abide by—those ads. 

Electrical World uses another meth- 
od: having representative purchasers 
review the ads, giving their reactions 
page by page. The conclusions of Mil- 
ton C. Mapes, guest reviewer for Feb- 
ruary, are worth repeating here, for 
they can be helpful to all of us, elec 
trical or otherwise: 


Tell what you've got to sell in the 


veadline 
Keep it “professional”’—-no tricks, stunts 
wr fancy work 


Show product and application promi 
rently 


Don't use obviously “posed” photo 
hat have no story to tell 


Use blueprints, charts, graphs 

Keep it plausible, reasonable and ethi 
cal. No brash claims 

Don't load your ads with facts that are 
mmon knowledge or cliches like 
‘tested and approved.” 


Power, too, emphasizes the value of 
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52 of the 


Page 
rai) All” Book 


“Tell 





Advertising Skill is Powerless 


without Facts to Work on 


is that the most skilled 


»membert 
NT to remem 
ro 1s advertising 


T" BIG : 

riter conscienuior g 
copy W ott 
land, can't make anything out of 


He may make it houer and airier but he 


the most 


agency in the 


but “hot air 
needs facts to make the ads 







sell! 







's re bility 
ays. it is the advertiser $ Fe spons! 





First, last and alw 













































up-to-the- 
y of convincing, Up 
to dg outa conunuous suppl 


minute sales material 
-Hective busi- 
This is the brick and mortar from which effect 


ising is built. With this ingredient, 


ness paper advert aie, 
1" 


business paper advertising build 


ce structures, reduces sales costs and increases 


s sales volume. 


tains pri 
prohts 

Never disassociate the two elements, good copy material { 
and good copy. To get them both into your advertising 


and it is the advertise! s 


is worth any necessary effort 





Job? 


. or the boss’s ? 


The Advertiser’s 
D’ya mean MINE 


We mean /Pot/ And because business paper advertising 
prof y mse is such a powerlul force, the re sponsibility ton 
making it fully effective is in truth more of a business-building 


funity than a chore! Its just as much Management's 
concern as sound financing or cthcient production. For in 


stance, if you're swamped with orders, advertising can be used 


tor he Ip hold thre rononcl will ot custome Ts whos needs vou can't 
hill. bstablishing that advertising objective obviously involves 


company jr 


Business executives who help determine thei companies’ ad 
vertising objectives, tell us that their business paper advertising 
isa vital part of their business operation not just an adorn 


ment Lo help advertising men and Management get together 
this Association has produced two new booklets described on 
the OPPoOsile page We 


should have done this long ago 


You AND your boss have to work out YOUR use 
of these “Tell All’ ingredients 


Successful advertisers tell us 


that these eight elements WORK! 


1 “Get out in the field and dig 
can tell all, and if you'll tell more, you'll sell more!” 


. You've got to know all before you 












Tel AW Adver 
ou ll 
Fs, neipl 


Vake I his 
YOURS 







ering good copy material, frequently unearths facts ¢ j 
changes in the product itself, changes in the distvil 


559% 


or even changes in a company’s selling policy 


2 “Don’t generalize; give each ad a specific objective; tel! all thi 
the reader must know before he can be expected to act: an 
explain it properly!” Wh 


Since advertising affects your customer relations 
mination of its objectives should be one of ma 


vital concerns The rest is up to the skilled adi 


3 “Give the reader some idea of prices, or costs!” 


When, and in what way, prices or costs ave discuss 
tising, is certainly a matter involving the judemer 


pany's sales officers; sometimes its fop manageme? Ques 


rea 
4 “Be specific. Sales are made, companies are built, product pe: 
product. So—advertise product by product. They don’t buy you 
‘line’. They buy your products.” 


should be Ov 


Product 
buying habits of your prospects The advice of 


grouping in advertisin 
a specially sales omcers mrust be coubled 


ings of your advertising departme nis field wo 


can figure that one out 


5 “If you are trying to get a dealer to display and push you EST 
products, don’t stop at telling him about your consumer adver 
tising. Tell him all the reasons why your product is a buck twent 
higher than most, if it is. Tell him how to display it. Show hin | 
how to make money out of it. Give the reader the same sort « 

help that he gets from the editorial pages of his dealer paper. He 
reading it for information, not for fun!” 


In one recent case it was the vice president of a c 
pape 


real force in their plan to help dealers move more 


found a way to make their merchandising 


facturer’s products 


6 “If it’s inquiries you want, you can get them al! right. . - 
you offer something that’s really useful to the prospect and 
him why it’s useful!” 


This principle of inquiry production is one tl QUVESTI 
adve rising man should be chiefly responsib! ) ter 

ab 
7 “Don’t be afraid of long copy. Make informative! It (9 
direct action you're after, suggest it in your copy and tell © 


reader why he'll get something out of acting!” 
1dve rising people tell us that too often it’s the 
forces them to 


mended reading 


short and sna ‘ 


TELL ALI 


and the two new booklets ollered wv 


“make the Copy 
in such cases 
vertlising 


ment, 






the pac lH 


story 





8 “Don’t get fed up with your own sales story. Cha 








use new approaches, produce fresh evidence that 







true; but never stop telling it, never stop telling all « 






} 





ldvertising men and management must wo 


~ 





stantly to make sure that they are always tell g 
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Top hicks will understand thei part 
read no - VI) President 
How I Ham 


pertrte 


afte) 
? Manage) una 


Ive le _ 


te all tha 


fl What kind of Advertising do YOU get? 
A QUIZ FOR THE BOSS MAN 


lf you're not sure of all of the answers 


to all of these questions, you need the 


two new A.B.P. aids to better advertising 


advertising tell all that the 


QUESTION ONE 
rea mts to kno nierest id trom 
product bipgh not? 


rt buy you 


Docs voul 


I, View 


ou dome ur I ar vours that 


VCTLISING: 


Pet your mones’s worth trom vour ad 


¢ ople ? 


t pay them what t re worth? 


1 push your 


mark 


who 


Does vour advertising show. the 


GBESTION TWO 


umer adver 


rdowners” and “builder-uppers 


buck twent ah 
" Show him 


ame sort ¢ 


iting themselves in the place of the pros 


the reader needs to know; promot 


paper. He hy not? 


think your copy writers are not capable; 


hratt inknowinegly thwart then 


them the story of vou prospects 


t ght. .* 


them get out in the field to find outy 


and t 


GUESTION THREE 
te nship im print 


ab 


Does your advertising contain that in 


that COMP nsates tol the 


Obal magnetism ol 


estrict you! advertising peopl te) put- 


talog listine’s ol tacts and { PuUrCS 


iorce youl wivertising 


peopl la 


opy with insincere superlative 


the pa 111 HE SLIGHTEST DOUBT in your 
aay P o any one of these questions, you will ge 
8 \Ir. President: Meet Youn 

My Advertising Agency It 


mi all the 


there 


Traore 


— = 


Work tor YOU 


i salesmany Il not, 


mind 
‘ mething 
\dvertising Manae 


doubt 


“Mr. President: Meet Your Advertising Manager” is in 
the nature of a private consultation on the sort of a man 
the advertising manager is; what he is worth: and how to 
get the most out of him. Written to and for management, 
it contains many suggestions on how to put the advertis- 
ing and sales promotion operation on almost as exact a 
basis as the production 

department. FREE # 


“How | Hamstrung My 
Advertising Agency” is 
the confession of an ad- 
vertising manager who, 
after two years of inad- 
vertently 





President 


thwarting the 
very purpose for which 
he had hired the agency, 
found out how to get a 
real money's worth from 
their copywriting skill. It 
tells how he finally made 
his company's advertis- 
ing more productive and 
his own department more 
important to his com- 
pany. FREE s | 


4 
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“Mr. President. m 
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“How | Hamstrun 
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A. HEADLINE You know a book like 
the df Ver contains a lot oft ad- 
ertising and a man reading it may 
thumb through rapidly ays one reader 
| would compare t to i man driving 
nz a highway lined witl igns. Those 
‘ have t% " omething and Say it 
fast or the driver will be gone before he 
itches iny of them he Sa rmne ! lds 
ru for adverti xv r} 1d must have 
ethir iz 1 headline tha stands 
it and capture my nterest (ince you 
ive stopped me you car oon to tel 
rye your compiete tor 
B. sUBHEADS: “Give me some idea of 
enetit t MI 1 ip what n 1s 
vier tel us ri pace gives I i 
! t xplair klyvy what tl head 
rie ims Tt t ‘ y rile whe tere ; 
the vdlline aptured You read the 
! paragraptl ad . = ns oO wiv 
! gist ! t wi ‘ ry ivs i 
t idler f 1 he ked par ular 
Cc. A SPECIFIC EXPERERIENCI live 
ire advert ne t f hemicals a \ 
" hit vivert ‘ ugar er coffee or score 
ther ‘ ! mmodits = t 
ul T thing ibout then “iad i 
reader crith nz a particular ad hHiave 
! net t peculia requirement 
What vere tl liow did ou 
Ive then lHiow t illustrate } 
t efits f our roduc r service 
lieaders i the ‘ ‘ nf nation 
hey phat ror You don't hay 
! rie ist ‘ give t) 
{ , 
D. BASIC SALES POINT: Car n 
ire iniformit in Ze t small 
liu lar ‘) ! ‘ AVS There 
differences in quality both as between 
brands and as between lots of the same 
rand I ean cite nnumerable cusses 
wl e tes fron ! boy against an 
her how widely divergent ranges Ad 


giving the reader what he wants, 
rather than trying to cram a lot of 
advertising hooey down his throat like 
oatmeal down Willy’s. Indeed, Power 
ofters to send an article on the subject 
of advertising written by a prominent 
consulting engineer. 

And Chem & Met gets most practi- 
cal of all. We think the “Chementator” 

which is Chem & Met’s own house 
organ (write for a copy)—contains 
more sound aid to preparation of good 
advertising copy than “O. K. As In- 
serted” does. The only thing we've got 
that “Chementator” hasn’t is a broad 
scope; it stic ks to its own field (which, 
of course, is limiting), but the dope 
1s right from the feed-box. 

Recently we had occasion to see 
parts of a collection of confidential 
reports made by Chem & Met repre- 
sentatives who have been interviewing 
typical purchasers in order to get hon- 
est reactions to the advertisements in 
Chem & Met. These same reports have 
been the basis for Chem & Met’s own 
recent advertisements on what their 


readers say they like but what we 
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Full-page Ad-pattern that is Practically Dictated by “Chem & Met” Readers 


® 
CAUSTIC thats 
Unitorm in Every Lot 


MeOH Sha! Fs 
peorle Caper «e your requececst 
- | 
. ——! 
' 
Bos Sales Point j 
' 
L 
eecal Features Seng Now 
La 
a 
7 — 
be ce a 
r \ tae at 
\ ww 
or 
s 
7 cw" 
y + 
Our Dignature goes here . 
ae 
vertiser ght t whet r they can 
gruarant uniforn ! Si it 1L.o00-1) 
r what ha ou Here's a spot t 
ve wl nformation as that 


E. SPECIAL FEATURES: Readers tel 


the want all the details Anything 
sbout ve r product that will in 

rest then Hiow about the way you 

ize or deliver? We just heard of 

companys that = Shipping austk in 


lined tank cars which don't have to be 


heated,”’ says a reader That's a great 
help It's valuable to know Here's a 
pot for such information mavbe with 
i testimonial from some user. (That's ar 
»d idea that never wears out And you 
don't have to use names It's the facts 


saw is what they don’t like. Wow! 
Some of you folks have thought The 
Copy Chasers pretty tough at times, 
but you should see the criticisms made 
by the men whom you've been trving 


to sell! 


Well, naturally those comments 
have to be kept under cover (we didn’t 
see names of either the advertisers or 
the interviewers), but you can get a 
pretty good idea of what to avoid in 
your copy if you read what Chem & 
Met does recommend and stick close 


to that. (Incidentally, patriotism is 





laying an egg—because most readers 
think it’s as phony as a ten-cent 


watch. ) 


But the great significance of all the 
findings is expressed in this remark by 
one reader: 

“I don’t care what an ad looks like 
as long as it contains the information 
1 want.” 

And if that sounds like primary 
school to you, mister, pick up the mag- 
azine you advertise in and see how 


many ads—including your own—con- 


readers ask for Thev'll believe what y« 
say, if you don't claim too much.) 


F. ABOUT PRICE: Nearly all reader 
express an interest in price “Price is 
item to include,”” says one. “Price wou 
be interesting, too, if they'd include 


savs another 


G. NaOH THAT FITS YOUR Ri 
QUPREMENT “One caustic soda " 
have five parts per million of Iron 
other fifty parts For many users 
doesn't matter. But there are some w! 
‘“annot tolerate an iron content hig 
than 10 parts per million. Same appli 
to the nickel and copper content 
even to the silica content,’ says a reader 
Here’s a box for all such details that ad 
scribe your product thoroughly enoug! 
suit even the most finicky reader \r 
when vou aim at the most finicky you’! 
sure to cover the needs of all the 


who happen to be nterested in ve 
product when they see youl! adverti 
ment 

H. SEND NOW I like the offer 
booklets There's always a chance for 
dea,” says a reader | like the offer 

catalog savs another. If you have 
booklet or catalog, particularly one tl 
gives real, useful informat.or here's 
place to «e scribe just what the reace 
can expect to find in t and to show 
good, bright picture of it 

or 
If vou haven't such a booklet to offer 
offer a test sample and illustrate t 
offer with a picture of a sample all pac 
aged and ready to gt Before we I 
any material, we test it In our ow! abs 
favs a reader 
or 

Use this space for more informat 
about you! product (ne readet! eX 
pressed the sentiment of a great nh 
jority when he said “T want ill t 


nformation I can get 


tain the information the reader wants 
Oh, yes, there’s more to it than that. 
There’s technique, and good writing, 
and basic sales ideas, and conviction 
and “sell” . . but those are refinements 
that make a good ad better . . . yet 
can never make a decent ad out of 
one that doesn’t contain information 
Chem & Met has prepared a folde: 
that contains a diagrammatic sketch ot 
layout components. They call it a 
“ad-pattern that is practically dic 
tated by Chem & Met readers,” anc 
because we think it’s an “ad-pattern 
that is basic for almost any industri 
advertising requirement, we're repr 
ducing it right here, for the benet 
of the small, inexperienced advertis 
who hasn’t an agency to advise h 
and for the big advertiser and 
agency who think they know 
damned much about advertising fe: 
nique that they’ve made a habit 
neglecting “the information I wan 
Now don’t be silly and trace yo 
layouts on tissue right over this pa 
and slavishly follow the copy form 


la to the last comma... but do ma 
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re you're using it as a starting point 
; id don’t pull the string too tight. 


Comparison Charts 
Our editor ran a cut last month 
owing use by two industrial adver- 
sers—Mesker Brothers and the V. D. 
inderson Co.—of comparison charts 
milar to those recently featured by 
7 the auto companies. (See April, p. 58.) 
We had been meaning to speak about 
| such charts—it’s an excellent method 
of competitive selling, especially if 
mr brand doesn’t hog all the favor- 
ible points. 
. : Mesker’s “Merit Meter” only has an 
eighty-five per cent rating on its own 
chart, yet it shows thirty-five per cent 
more total quality than competitors. 
Two more charts have come to our 
Buckeye Traction Ditcher 


Company has compared its Clipper to 


attention. 


eleven other shovels on twenty-four 
points and comes out fine. Twenty- 
four “‘yesses.”” Nobody else got even 

Doesn’t that have a 


that the 


half that many. 


tendency to make you feel 
points of comparison were rather care- 
fully selected? 


And Elgin Softener 


aon : : 
ukewise Compares its 


Corporation 
product with 
others” and doesn’t allow that they 


. are in the ball game at all. 


Flag Day 
lf we were the person in our office 
who buys office equipment, we doubt 
‘. it we'd have been helped by what we 
t. saw in a recent issue of Business Week. 


We noticed the othce equipment ads 


a 

n particularly, for that’s our business— 
Ss ind we remarked what a fine case of 
t everybody hopping on a bandwagon— 
f but it seemed to us that the strategy 
! was universally unsound for reaching 

type of people who buy o.e. 
f Munroe Calculating Machine, Inc. 


r color repro of adding machine (a 
“FIG- 
\ES—the spotlight is on production 


selling picture). Copy: 
y, more production, faster pro- 
tion; and all along the way that 
ns more figure work, faster figure 
K, accurate figure work. Munroe 
idy to meet the demand; ready 
1 simple, speedy machines for every 
of business figuring, machines 
turn out more figures at less cost 
Why? 
urroughs Adding Machine Com- 
Headline: “VITAL to Today’s 


luction,”’ 


tc.” How? 


Two cuts, one “Machin- 
ot Production,” t’other “Machin- 
ot Control.” 


re machinery in the factory is the 


Copy: “As essential 
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machinery in the office which provides 
executives with vital control figures, 
such as—,” and then a listing and ex- 
planation of such items as “budgets,” 
“purchasing,” etc., which every ofhce 
management executive knows exist. 
“Burroughs” enters the story near the 
end in small type, duplicating the 
same unsupported claims that Munroe 
made. Must we stop and figure out 


why we should buy a Burroughs? 
What’s advertising for, anyway? 
Addressograph-Multigraph Cor pora- 
tion. Illustration of a Superman-ish 
nude plus eagle. Headline: “ACTION, 
America!” Copy: “To meet the chal- 
lenge of the times, Business must elim- 
inate delays, errors, losses and waste. 
Action, America! Clear the way for 
new speed and economy records in 
office, 


Launch an immediate, vigorous often- 


and 


store, operations. 


plant 


sive against the rising costs of doing 


business. Uproot and destroy the 
causes of delays, errors, losses, and 
waste. Investigate the profitable per- 
formance of Methods which speed op- 
erations, insure accuracy, reduce costs, 


“To this 


Listings. 


increase profits.” Finally: 
end, call Addressograph.” 
“Methods,” at 
grab at. 
Underwood Elliott Fisher Company. 
Headline: ‘““Amer- 
Copy: “Produc- 


least, is a straw to 


Statue of Liberty. 
ica is in her stride!” 
tion lines are moving. Factories are 


in high gear. But let us remember 
that ‘paper work’ must keep pace! If, 
like so many thousands of executives 
today, accounting is among your press- 
ing problems, why not avail yourself 
of the services of Underwood Elliott 
Fisher and its nation-wide staff of ma- 
chine accounting specialists?” Lots 
more copy, particularly about those 
accounting specialists. Not bad copy, 
too, and there’s a photo of one of the 
machines with a description that makes 


it sound special. But remember: that 


lead was No. 4 in a series of such 
leads. (See the “Gallery.”’) 
Remington Rand, Inc. Photograph 


of a handful of ietterheads (this one 
should be included under the classifi- 
cation “Fossils”’). Headline: “PROB- 
LEMS from the first line of defense!” 
Subhead (which is OK): “How Rem- 
ington Rand is helping to solve many 
a 1941 Bottleneck in 


Production, 


Procurement, 


Personnel and Account- 


ing.” But here comes the oratory: 
“The pressure is on! In every vital in- 
dustry, in every state in the union, 


speed is the watchword. The faster 
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business moves, the greater the need 


tor efhcient organization, foolproof 


control, easily accessible 
Well, if the 


reader isn’t over on the next page al- 


production 
and complete records.” 
ready—or well into Esquire—he'll 
find some real selling copy in the rest 
f the ad, but holy mackerel! Why 
keep trying to convince people there's 
1 war on? 

Slogan for advertisers: “Put up, or 
shut up!” 
Patty-Cake, Patty-Cake 

Interesting study in copy contrasts, 
noted in Baker’s Weekly: 

Page 9: Headline: ““What’s the Most 
IMPORTANT 


team?” 


position on a ball 
Page 15: Headline: “How to put 
‘move’ in your macaroons (and money 
in your till!)’ 

Back to page 9: Lead: “Every base- 
ball ‘fan’ knows that one weak posi- 
tion On a team may cause the loss of a 
championship pennant. On a team 
that’s ‘tops,’ there are NO weak posi- 
tions!” 

Back to Page 15: Lead: 
your chance to try the NEW Franklin 
Baker’s Macaroon Mix 


Free! Simply clip coupon below tor 


el lere’s 
Absolute?y 


generous working sample. DO IT 
NOW.” 

Page 9 again: “When a single mis- 
play may mean the loss of a pennant, 
there’s no such thing as the ‘most im 
portant’ position on a ball team. And 
when a single inferior ingredient may 
ruin a baker’s formula—and that’s al 
ways true!—then there’s no ‘most im 
portant’ ingredient in baking. For top 
cuality bakery products, every ingre- 
cient must be top-quality!” 

Page 15 again: “There’s money in 
macaroons—provided you keep them 
moving, moving, moving! And, now 

by using Franklin Baker’s sensa- 
tional Macaroon Mix .. . you can keep 
them moving—swiftly, steadily, prof 


FREI 


is planned to help you 


itably! (Our get-acquainted 
ofter below 
prove this to yourself! } You see, all 


you need are sugar and water—then 


bake! Presto your batch is out 
of the oven—on the counter! Think 
of it... 13 MINUTES FROM TIN 


TO OVEN—and macaroons that are 
tops tor moist, chewy de‘iciousness!” 

Page 9: “Because the sturdy, uni 
form quality of RED STAR YEAST 
insures correct fermentation and safe- 
guards their doughs, it has been the 


choice of quality-minded bakers for 
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How to put “move” in your macaroons 


| AND MONEY IN YOUR Tit! ] 





Baker's 
Macaroon 


row Mix 


more than §8 years! They know that 
the name RED STAR—on Yeast, 
Yeast Food, and Malt Syrup—means 
absolute top quality.” 

Baker’s Macaroon Mix is 


Macaroons 


Page 15: 
a sales-stimulant, too! 


made this new way will build up 


trade keep customers coming 
back! Because Macaroon Mix is made 
according to a fixed formula . . . test- 


ed in bakery usage . you can count 
on it for batch-after-batch uniform- 
ity! Check These Extra Advantages” 
and so on. 

To Page 15, Franklin Baker Divi- 
sion, General Corporation, 
and to Karl Vollmer, Young & 
Rubicam, New York, one fresh 
Copy Chasers’ award hot out of 
the oven, for a swell ad. 
“Gallery”): Red 


Star Yeast & Products Co., and a copy- 


Foods 


To Page 9 (see 


writer whom we'll charitably leave un- 
named, one fresh recommendation to 
study Page 15 and learn what real 


advertising is! 


Flowers That Bloom 


It’s seldom The Copy Chasers can’t 
make up their minds pro or con. At 
first glance, “Ripe Tomato Accelera- 
tion” (for American Hammered Pis- 
ton Rings) made us shudder. Now 
it’s growing on us. Here’s how they 
sell dealers: 

“When the light says ‘GO’. 


the accelerator only goes ‘squash,’ even 


. but 


lovely ladies are apt to indulge in a 
choice phrase or two about ripe tomato 
acceleration. But it takes more than 
cussing to put pep into a car that is 
pumping oil and has no more compres- 


sion than a pop-gun. It takes Amer- 















ican Hammered Piston Rings .. . t 
one line with the right set-up for ea 
engine condition . . . and the one-ar 
only POWER ring in the seco 
groove.” 

Still feeling a /ittle uncertai 
we'd like to bring Harry | 
Breeding, in charge of Strates, 
The Ajitkin-Kynett Company 
Philadelphia, to the stage; h 
thought it up. 
striking and unforgettable; it op¢ 


At least, it’s origu 


up a logical sales story; and it d 
Mr. Hamilton, permit a reasonable \ 
of legs. 

Please, please, don’t let this be 1 
start of a trend: “What’s Your Wo 
ry, Mr. Murray?” (DuPont.) “W! 
the Hell is Mr. Bell?” (Fortune.) A 
rhyming headline once, OK; twicc 
too many. 

Here’s to “ditch-digging” copy f{ 
Buckeye Traction Ditcher: 

“The 410 digs trench 2’ 


optional equip 


wide and 
up to 6’ deep (7'6” 
ment) meeting all requirements fo 


mains and service pipe work—it’s 
‘light on its feet,” only 6 lb. ground 


pressure per sq. inch—easy on lawns 


a | 


—only 7°10” wide, digs in narrow 


parkways close to curbs. Digs fo 
ward or reverse, quickly undercuts 
drives, walks, existing pipe; roughs out 
manholes.” (See the ‘“Gallery.”) 


Also in the “Gallery,” you'll see 


another “omnibus” ad, a collection ot 
ten little ads (each with headline, 1! 
lustration, typography and signatur 
all its own) on W. F. & John Barn 
Co. products. Looks like ten are too 
many; result is junky, but nothing 
some art directing couldn’t cure. 


In Factory for March, an ad 


WHEN THE LIGHT 


| 


roms CDEEM 
ves PAREN 


S 
rev see RED) 


if they have 
‘RIPE TOA 
4 7 






Wileeitlimerlitiioaal 


Piston Rings 
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“Tell All” Ad-of-the-Month 


THE HEAVY OUTY RAILROAD 


“Droopy Drilling” (Independent 
Pneumatic Tool Co.) appeared right 
in front of one on “Stingy Air.” (Buf- 
falo Forge Co.) Real possibilities, both. 

Erie Railroad explains, “Here’s How 
We Try to Make EVERY Month Per- 
fect Shipping and Careful Handling 
Month,” and then after eight points 
of “tell-all” copy, suggests “And 
Here’s How YOU Can (€ odperate.”” 
This is our “Tell-All” ad-of -the-month, 
spotted for us by Emil G. Stankey, ot 
Trafic World. It was written by 
W. H. Husted, assistant account 
executive, Griswold - Eshleman 
Agency, Cleveland, and we hope 
it reproduces big enough for you 
to read. 

The “wrong-foot” approach: “Per- 
haps YOU don’t Need Zero Backlash 
Splines” — olonial Broach Co.) 

Continental-Diamond Fibre Co. de- 
votes a page to a chart which makes 
no sense to us but Ww hich we bet iS 
useful to C-D customers. (See the 
“Gallery.” ) 

Nine-word sales story: “An ECHO 
Writes the Fluid Level of Your Well” 
— (Halliburton Oil Well Cementing 
Company.) 

Another good quickie: “Wausau 
XX Oil-savr — The Free - Running 
Ring with the Safety Center Unit.” 

(Wausau Motor Parts Company.) 

We've often wondered why “omni- 
bus” layouts hav e not been used in in- 
dustrial advertising, especially by those 
manufacturers who, like the depart- 
ment store, offer the same market a 
number of both related and unrelated 
items. In the “Gallery,” you'll see a 


Bristol Company ad which is really 
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three ads in one (three ads on three 
separate purposes of the same prod- 
uct), each of the ads having a style 
and logotype of its own, yet each add- 
ing up to “Bristol Gives You the 
MOST From Heat.” 

We think the American Leather 
Belting Association flubbed the cam- 
paign on pivoted motor base plus 
leather belt drive. The new slogan, 
“Grips like a hand—Pulls like a Trac- 
tor,” is swell, but “Production Drive” 
is almost meaningless, it’s so vague 
and colorless. Any drive could call 
itself a production drive. Just to 
prove the folly of using that type of 
word, an E. F. Houghton & Co. ad 
(selling V belt as against the flat 
leather belt) has this for a headline: 
“We Call It a Vim Efficiency Drive!” 


Defense Ad-of-the-Month: A fou: 
pager by United States Gypsum Com 
pany, one of a series of solutions ¢ 
specific building problems, intende 
to encourage original design thinkin 
and to illustrate building improve 
ments. Richard Boring Snow, an a: 
chitect, writes a page on, “Solutio 
to a Defense Housing Problem 
Drawings, explanations, and descri; 
tions are on the inside pages, togeth: 
with a construction and specificatio 
outline (including USG products 
which is continued on page fou: 
Handled as an advertising proj- 
ect by M. A. Smith of the USG 
advertising department. 

A survey of 18,000 ads has rn 
vealed that best-read ones talk abou 
the reader, not the advertiser; th 
least-read are those in which the adver 
tiser BRAGS. 

Boost-of-the-Month: To The Tim 
ken Roller Bearing Company for the 
first good Timken ad in the last 100 
we've looked at. (That’s certainly a 
southpaw compliment, but it’s the 
truth.) Page split in half; lefc half 
illustrates and describes “Dimensional 
Quarrying the Old Way;” right half 
handles “Dimensional Quarrying the 
Timken Bit Method.” Copy really 
gets in there and pitches. 

And another one to The Lincoln 
Electric Company for what we think 
is the first ad in the “Alter Ego” sc 
ries that makes quick sense. Title: 
“How to Trim Figures.” (See the 
“Gallery.” ) 

Boo-of-the-Month: CrNsorep. 

THe Copy CHASERS 


Defense Ad-of-the-Month 
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PERSEVERANCE 


...+++A PRIMARY RULE OF SELLING 


HUI 


And MACHINE DESIGN’S ability to “sell” parts, materials, 
methods and finishes to Design Executives, Chief Engineers 


and Designers of machinery is due largely to the fact that it 








is always close at hand when original specifications are made. 


MACHINE DESIGN penetrates into the design departments 
of more than 8,000 machinery manufacturing plants .. . 
reaching over 36,000 Design Executives, Chief Engineers 
and Designers—the original specifiers of parts, materials, 


methods and finishes for machinery. 


MACHINE DESIGN carries to these key men each month 
the latest developments in application and use of products 
with which they must be familiar. Both editorial and adver- 


tising pages provide them with valuable information. 


More than a monthly engineering journal, 
MACHINE DESIGN is kept on file by most 
engineers for reference when leads to 


specific information are required. 


Your advertisement in MACHINE DESIGN 
will be seen by the men who must be influ- 
enced. Your advertisement will be a 
persevering salesman that is “on-the-job” 
whenever data on parts, materials, methods 


and finishes are needed. 


MACHINE DESIGN 
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Media Data Standards 


sheet to sheet, so that two subjects 
uppear back to back . . . not case- 
bound, saddle stitched, or otherwise 
dificult to separate. We want the 
units presented in a file folder or a 
loose leaf proposal cover and we 


want a binding margin of 44-inch on 


the left, clear of type matter—with 


punching for a standard three-ring 


binder. 


4. Topics Fitted to a 
Standard Outline 


Some intormation concerning a 
given market or medium is of such 
frequent interest that we who are in 
charge of advertising—or even gen- 
eral executives of our companies— 
want it constantly at our fingertips. 
In our service division, for example, 
we maintain one or more loose leaf 
binders for each account, to hold such 
information for our own use and for 
carrying to internal or client confer- 
ences. We happen to use a standard 
type of “Account Dope Book” used 
by several hundred other agencies and 
by many advertising departments. 
The index guides of this book set up 
a dozen or more separate divisions of 
“Media 


information—tor example, 
Data” and “Market Data.” 


Media material is unfilable in such 
1 book unless it observes another 
“must,” which is our specification No. 
4; namely, that topics must be fitted 
to a standard outline. By that we 
mean that such items as circulation, 
rates, editorial plan, market data, etc., 
must be set up in some systematic 
fashion and presented in separate units. 
We mean that such units must clearly 
show by their captions Ww here they fit 
into the outline. Then our sales man- 
ager can keep before him a one-page 
chart of a market, for example, with- 
out being burdened with a treatise 
ilso saying “first in advertising vol- 
ume” on the next page, and “first in 
subscription renewals” on the page 


ifter that 


5. Appropriate Appearance, 
Uniform Physical Standards 


When the advertising department 
or agency presents its plan for actual 
decision on an appropriation, it may 
otten help to support our case if we 
can actually bind a publisher’s ma 
terial into our plan report—thus al- 


lowing it to Tunction right up to the 
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Setting a pace for American industrial adver- 
tisers, Helliwells Ltd., “Somewhere in Eng- 
land,’ keeps in front of its American market, 
regardless of handicaps of war at home, with 
this three-color insert in Aviation journals. 
“They Who Look Ahead" is an appropriate 
slogan for use by all industrial advertisers 


point of final decision. Much mate- 
rial that is otherwise eligible for this 
purpose cannot be used because of its 
appearance or physical handling. 

Some time ago a prominent pub- 
lisher issued a valuable piece die-cut 
in the shape of a green apple, with a 
headline referring to ‘‘a big bellyache.”’ 
This is an extreme example of a tech- 
nique which doubtless seems effective 
to its creators at the time, but in the 
end defeats its own purpose. Adver- 
tising men generally seek to make a 
dignified presentation when asking for 
large sums of money. 

In setting up our specification No. 
§, we do not ask that anyone con- 
form to a rigid style. Rather, we ask 
for a cleancut, appropriate appearance 
—with paper stock, ink, typography, 
etc., in good taste, suitable for bind- 
ing in plan reports with our own re- 
port sheets. We ask for a family re- 
semblance among data units issued 
over a period of time with iden- 
tifying insignia reasonably prominent, 
including the name and address of 
the source, and if possible the date of 


issue. 


6. One “Master Data Unit” 
for Each Medium 


There is one more specification, No. 
6, which we would like to suggest to 
publishers and suppliers; namely, that 


they give us as many detailed data 









units as may be required to do a 
adequate selling job—but that the 
also add, when they have done that 


one complete summary (preferab! 


one to four pages in length), fi 
quick reference after the compreher 
sive presentation has been studied a1 
filed. Such a piece would be used te 
times as often, for all the purpos 
described, as any other single un 
furnished by the publisher. Moreov« 
it would permit us to build up 
“Master Media Book” which in effec: 
would become a loose leaf media “cat 
alog” of the fields in which we a: 
interested — for handy referenc 
throughout the year. 

Such a master data unit, to be sat 
isfactory, should cover all the mai: 
headings of the medium’s ' selling 
story, in tabloid form—conveying an 
adequate, well-rounded picture to onc 
not concerned at the moment with 


detail. 


These specifications, in our opinion, 
are sound because they are based on 
many years of observation of buying 
habits, on both your side of the desk 
and ours. They meet the require 
ments of the great mass of inarticu 
late buyers, as well as those who are 
active in organized advertising. Thes 
are very simple standards upon which 
all buyers can agree. Yet, if gener 
ally applied, they can go a long way 
toward eliminating waste in media 
analysis. 

With these fundamentals established 
two further steps might logically fol 
low: 

1. Adoption of a standard filing 
outline, with the proper classification 
printed right on the face of each data 
unit, as is already the case with the 
AIA Code for building materials and 
the Weatherly Index for automot 
products. 

2. Adoption of a standard anal y/ 
cal outline (not a standard blan 
for presentation of facts about 
individual medium. 

Minimum physical standards ob 
ously come first. In securing th 
general adoption, we have two m 
tasks before us: An educational 
among buyers, and a public relati 
job directed toward sellers. I p 
posely put the buyer first, becaus 
believe that any such project is doon 
to failure unless buyers at large ha\ 
genuine interest in it, and sellers 
at least ready acceptance for the m 
rial they are asked to produce. 

I think the first point we have t 
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*...so I quit chasing 


advertisine’s Unknown X...”’ 


AO: Son,”” said The 
Old Timer, “in all 
years in advertising I never could 


catch it. 


Sure, there is such a thing. But con- 
fidentially, the real thing is a lot dif- 
ferent from what it is sometimes 


upposed to be.” 


Come now, Grandpa,” chided The 
Young Advertising Manager. ‘Take 
off the long white beard and quit 


talking riddles. 


Tell me... why is it that when I try 
to find out what our advertising will 
do... how much actual reading it will 
probably get, and what kind of men 
will read it . . . some fast-talking fel- 


Ow changes the subject. 


Oh, yes,” the Young Advertising 
Manager continued, “he'll give me 
some fine theories about how so-and-so 

ht to work. But before he gets 
round to proving that such theories 
DO work, he shifts to ‘You'll get won- 


ul prestige from this advertising.’ ’ 


re, Son. That’s the trick. ‘Now 
think you see it... now it isn’t 

That kind of alleged prestige is 
t I call The Unknown X of 


ertising. 


sonally, I don’t go in for that stuff 
more... I quit chasing The Un- 
n X. I just follow a few simple 
| go after the A’s, B’s and C’s 
ind D’s and E’s, too. For they 
me known advertising values. 


int my advertising to be read... 
is you do. And I want to know 
the readers are good prospects. To 
that, I know I must have good 
tising copy ... and I’ve got to 


good advertising mediums. 


can I tell a good advertising 


im? Well, here are my ABC’s— 


A. To be good, a publication must 
have editorial that is important 
and genuinely interesting 


to readers. 


B. There must be tangible evidence 
—not just theory — that the 
publication is read . . . read by 
the right kind of men in the 
right kind of plants. 


C. My advertising must have a 
chance to be seen ... not be 
buried so it takes a search-war- 


rant to find it. 


“If a publication gives me these things, 
then I know my advertising will bi 
read ... by a quality reading audience. 


“If a publication lacks these things 

well, I figure that my advertising 
won't be effective in it... even if it 
boasts fine enamel stock, many colors 
on the cover, and lots of trick charts 
and pictures on the inside. In short, 
just being a Glamor Boy publication 
doesn’t make up for a lack of funda- 


mental V alues. 


“As one Advertising Manager told me 


recently —_— 


‘The greatest compliment m) 
advertising can receive is to be 
READ hy my prospects. Ex- 
perience tells me that getting m) 
advertising read is the only way I 
can get advertising effectiveness 

the only way 1 can build 
prestige.’ 


“That Advertising Manager said a lot 
. in a few words. That’s why I go 

after the ABC’s in advertising 

why I quit chasing the Unknown X.” 


-—— 





—= PUTMAN 
= =|| PUBLISHING CO. 


in = 737 N. Michigan 
“ CHICAGO 





For your advertising to the chemical 
process and food fields, check Old 
Timer’s requirements against what 
CHEMICAL EQUIPMENT § PRE- 
VIEW and FOOD EQUIPMENT 
PREVIEW give you 


Old Timer’s A ~~ e The editorial ot 
these publications is the product 
of $18,000,000 spent annually 
for new editorial ideas for in- 


dustrial men. 


Old Timer’s B . . . Key men in 
chemical process and food plants 
respond to these publications in a 
way that is new to these fields 


. «+ proving readership. 


Old Timer’s C.. . . All advertising is 
always alongside editorial . . . has 


maximum visibility. 
Let’s go farther— 


Old Timer’s D . . . You get more 
than 50,000 non-duplicated cir- 
culation in these two publications 

. over 25,000 in chemical proc- 
ess plants... over 30,000 in food 


manufact uring plants. 


Old Timer’s E . . . Less cost... in 
spite of far greater circulation 


coverage of these fields. 


Have you read $18,000,000 this 
vear for new editorial ideas If you 
haven't seen it, write and well send you 


ms f000) oe. 
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tablish with publishers is our sincere 
interest in media analysis. 

Look at this matter for the moment 
from the publisher’s point of view. 
The man who controls policies and ap- 
proves promotion plans usually is an 
editor, not an advertising man. He 
gets his impressions of advertising 
buyers at second hand, often from a 
disappointed salesman who didn’t get 
the order. He no doubt secretly re- 
gards media selection as a weird proc- 
ess carried out by people who are at 
least slightly freakish—and he there- 
fore is a “sucker” for freakish promo- 
tion. 

Fundamentally, we can get better 
media data only by taking media se- 
lection more seriously, and letting pub- 
lishers know that we do so. 

This gives us our cue for a public 
relations program directed to publish- 
ers: Assuming that we give media an- 
alysis a prominent place in our public 
ind private discussions, we can get 
what we want more quickly by selling 
publishers on its u/fility, than by using 


I think 


we can best do this individually first, 


our buying power as a club. 


before we try to do it as organized 
groups. 

Group action is desirable to estab- 
l'sh standards and to plan activities. In 
fact, | am chairman of a committee 
set up by such a group. The commit 
tee itself represents substantial buy- 
ing power, as does the group on a larg 
er scale. Yet we are conducting prac- 
tically all of our contacts with pub- 
lishers as individual buyers, represent- 
Ing only ourselves. 

We are trying to sell our standards 
on their merits, instead of forcing 
them as the pet project of a zeal- 
ous few who, through activity in an 
organized 


group, often presume to 


speak for the group. We are trying to 
think of the publishers’ varied selling 
problems as well as our particular buy- 
ing problems, and to arrive at solutions 
which are mutually helpful. 

rhe response among publishers has 
been exceedingly gratifying. Nothing 
that has happened to me since I’ve 
been in the advertising business has 
given me so much pleasure as the evi- 
dence I have received, in letters and 
conversations, that publishers really 
ippreciate an opportunity to learn how 
buying is done and how they can help 
to make it easier, 

Here is what one publisher wrote 
to us: 


pared your treatise on 


You may have ps 
How Advertising Buyers | se Media In 








t | 
rass Incorporated es Sl 


Revere Copper and B 





The president of Revere Copper and Brass 
Incorporated addresses an open letter to 
American industry asking forbearance in case 
of unavailable copper and brass due to 
defense requirements and offers services of 
technical advisors in adopting substitutes 


formation” for the justifiably selfish pur 
pose of conserving the time and energy of 
your own staff, but in doing so you have 
provided us with a working rule that will, 
we believe, effect the same economies in 
our own organization and, far more im 
portant, increase the effectiveness of our 
solicitation 

I have no hesitancy about admitting 
that our material does not always meet the 
six very reasonable and logical “minimum 
standards” which you outline with such 
clarity. We are going to do everything in 
our power to see that they do in the 
future 


Since you have account insofar as 
I know that is subject to active solicita 
tion by the at this time, you may know 


that these few words of appreciation go 
to you as a sincere expression of approval 
for a most helpful and_ constructive 
A substantial number of publishers 
have already indicated that they are 
acting on these specific suggestions— 
voluntarily, without high pressure of 
any sort. The number is sufficient, | 
believe, to establish a trend, so that 
we may hope fairly soon to enjoy sub- 
stantial relief from the burden of in- 
adequate, poorly prepared material. 
NIAA occupies a strategic position, 
because business papers so far have 
been the most coéperative group. Some 
of the major business paper publishing 
McGraw-Hill, have 


made great progress in the direction 


houses, notably 


of more usefu! media data. Several 
have approximated these standards for 
years. 

What happens from now on is up 
to you. Use and preserve this stream- 


lined material—express appreciation to 
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the publishers who provide it—encou 
age the people within the publishi: 


organization who sponsored it—a: 


you will see a steady improveme: 
Show indifference or ignorance, a 
this project will die on the vine, | 
so many others of its kind. 

You want to do a better job 
media selection, with less work a: 


waste. You want advertising, and t 


function of advertising manageme: 

to enjoy a higher standing with ¢! 

management of your concern. Bac 

up any worthwhile effort to impro\ 
media data, whenever such an effort 
comes to your attention, and you ca 
have what you want. 


Fisher Elected President 
Rickard and Company, Inc. 


H. L. (Bud) Fisher, for thirteen yea 
vice-president, Rickard and Company, I: 
New York agency, 
has been _ elected 
president to succeed 
James R. White, wt 
has been appointed 
director of sales, 
Clover Mfg Cor 
pany, Norwalk, 
Conn 

Mr. Fisher joined 
Rickard and Con 
pany twenty - tw 
years ago, after 
return trom. serv! 
with the A.E-F. 1 
France. He had pr 
viously held engineer 
ing and selling positions with General 
Electric Company and other companies 
the manufacturing and wholesale distril 
ing fields 





H. L. FISHER 


Roger N. Peterson 
Now in Service 


Roger N 
with Peterson & Kempner, Inc., N« 
York industrial agency, and former! 
cavalry reserve officer, is now a lieutet 
in active service at Pine Camp, N. } 
where the fourth armored division 
ing formed. Lt. Peterson is on the hs 
quarters staff at the post in the p 
relations office, handling press rel 
publicity, and related duties 


Peterson, account exec 


A.S.|. Meets May 19-21 
at French Lick Springs 


The Automotive Service Industri 
vertising Committee composed 
than 100 advertising executives of firt 
the automotive service industry will 
its spring meeting at French Lick 5} 
Ind., May 19-21 Charles C. Tay 
McQuay-Norris Mfg. Company, St. | 


is chairman 


Pittsburgh Steel Advances Beeson 


J. K. Beeson, assistant general 

of sales, Pittsburgh Steel Company 
been elected to the newly created P 
of vice-president and general manag 
sales. Mr. Beeson, a son of Chark 
Beeson, one of the company's fou 
has been associated with Pittsburgh 
since 1930 










































ALUABLE LONG-LIFE SERVICE 


, because of its 


-/ YEAR-ROUND VALU 


The photo, taken in the executive offices of the 
INSULITE COMPANY in Minneapolis, Minn., shows 
the Market Data Book at work. 


Seated is M. C. Fairfield, Merchandising 


Manager, with Advertising Manager G. F. 
Hoppe at his side. 


“Your book gives us much valuable infor- 
mation, and from it we can tell what the 
pulse of the market is,” writes M. C. Fair- 
field, merchandising manager of Insulite. 
“The Market Data Book offers manufactur- 
ers a valuable, long-life service because of 
its ‘year-’round’ value as a reference 


manual.” 


THE MARKET 


| Nationally Known Manufacturer 
of Building Materials 





Aicag 


Jentlemen: 


THE INSULITE COMP 


The Market Q 


te Book 
100 East Ohio pA 
©, M2 


ANY 


mn ACT OK come 
NEAPOUS MINNG@ BOTs 


S&S 


et 











Por so 
on meting past 
bp Book extremely helpful 
analyvis work, and we : 
“Ppreciate this very helpful 


we have foung 
t your 
Sw ae a 
- you to know ae 
information, “= 


of Insulite 
insulat 
ngs, ing 


Prom an 
that t advertias 
“long-lites net Date Book offers Point, 
o” service re manufac 
* reference — *use of its « 





Cordially yours 


7H DSULITE Compasy 


PWG Fo hot 
M. C. Patrtierg ti * 


Merchandising Manager 


DATA BOOK 


is used regularly in the offices of 


THE INSULITE COMPANY 


ARKET DATA 


YORK 


¥. 42nd St. 


ATLANTA 
Walton Bldg. 


CHICAGO 
100 E. Ohio St. 


LOS ANGELES 
Garfield Bldg. 





Xora) (4 


SAN FRANCISCO 
Russ Bldg. 















ADVERTISING VOLUME FOR APRIL ISSUES OF 





INDUSTRIAL, TRADE AND CLASS PAPERS 


I nless 


Industrial Group 

Aer Digs t : 

Air Conditioning & Re 
trigeratior New (w) 
(11x16) : 

American Builder & Build 
ing Age , — 

American Machinist 

Arcl itectural Forum 

Architectural Record 

Automotive I dustt ‘ 
(bi-w) 

Aviation 

Bakers Helper (¢.0.w.) 

Brick & Clay Record 

Bus Transportatior 

Ceramic Industry 

Chemical & Metallurgical 
Engineering 

Civil Engineering 


Coal Age — . 

Construction Digest (bi-w) 

Construction Methods 
(83x12) a eer 

Cotton : 

Diesel Power OY Diesel 


Transportation a 
Diesel Progress (8x11) 
Electric Light & Power 
Electrical Contracting 
Electrical South 
Electrical West 
Electrical World (w) 
Engineering Y Mining 


News Record 


Journal 
Cngineering 

(w) 
Factory Management Y 

Maintenance 


treod Industries 
Foundry ........ 
(as 


Gas Age (bi-w) 
Heating, Piping & Art 
Conditioning Seda 

He iting & Ventilating 

Hitchcock's Machine Tool 
Blue Book (4'x6').. 

industrial & Engineering 
Chemistry (3 editions) 

Industrial Power (41x64) 

lron Age (w) 

Laundry Age 

Machine 

Machinery nae : 

Mar utacturers Record 


Marine Engineering & Ship 


Design 


ping Review 
Me I ink il 
Metal 
Metal Progress 

Metals and Alloys 
Mill & Factory 

Mill Supplies 


Engines ring 


Finishing 


Modern Machine Shop 
(4'4x6l) 

National Petroleun News 
(w) 


National Provisioner (w) 
Gas 

or Pa 
Oil Weekly (w) 
The Paper Industry and 

Paper World 
The Paper Mill (w) 
Paper Trade Journal (w) 
Pencil Points 


Oil & Journal (w) 


88 


noted 


all pub 
standard 7xlt 


Pages 
1941 1940 
122 78 
~ 39 $4] 
134 112 
386 219 
132 118 
57 69 
78 {) 
119 76 
122 119 
19 §*34 
70 84 
S*69 S*58 
183 153 
25 23 
§120 §115 
59 45 
81 77 
$112 §117 
51 49 
44 3] 
73 66 
73 62 
29 25 
$72 61 
165-187 
97 RO) 
$251 §189 
250 206 
5 74 
95 75 
23 37 
60 53 
6Y 65 
23 21 
04 142 
115 106 
he) 79 
*3R7 ¥393 
46 47 
125 103 
263 >33 
41) 4i) 
107 67 
44 43 
48 42 
81 63 
73 60 
173 §183 
YS $176 
214 178 
T102 on 
96 107 
*261 *256 
144 211 
5§ sf 
§ || 87 79 
109 =—*101 
66 59 


ation are monthlies and have 
inch type page 
Pages 
1941 1940 
Petroleum Engineer ...... 72 $98 
Pet © CRUSTY 2 cccccccsss *56 *59 
ee 197 177 
Power Plant Engineering. . 84 75 
Practical Builder (101/2x15) 18 13 
PO 266K 0046644 60688 45 46 
Product Engineering ..... $137 108 
Products Finishing 
CARES) cccccceces: 42 32 
a wee SOR 99 
Railway Age (w) ...... 146 126 
Railway Purchases & Stores 43 33 
Refiner & Natural Gasoline 
Manufacturer ..... $120 96 
Roads @& Streets ......... 61 53 
Southern Power & Industry 74 66 
DUO CUED wiceeeietenees 240 $242 
Telephone Engineer ...... $35 $24 
Telephony (w) ......... $*83 §*68 
Rests WOE «ccseceorcses $13 $118 
Water Works & Sewerage 38 §109 
Water Works Engineering 
te. «.edsdbeneenee sa 51 $88 
Welding Engineer ....... 23 19 
Western Construction News 68 57 
Wood ea 47 40 
Wood-Working Machinery 
CSREES) asccccccsss ">7 *53 
rarer 8370 7569 
Trade Group 
American Artisan ....... 72 61 
American Druggist ....... 88 80 


American Exporter 
Boot & Shoe Recorder 
Building Supply News ... 50 41 
Commercial Car Journal ; 


Domestic Engineering .... 81 57 
Electrical Merchandising 

eS se a ee 51 53 
Farm Implement News 

OO Er 62 55 
Hardware Age (bi-w).... 136 150 
Jewelers’ Circular The 

es aruin ei ea 76 69 
Mida’s Criterion ......... 4 3 
SS EE eee 109 101 
NE ERR eee $96 63 
Plumbing & Heating Journal 31 33 
Sheet Metal Worker ...... $2 "44 
Southern Automotive 

Journal ve ce eéee ee ees 50 54 
Southern Hardware ...... $95 §117 
Sporting Goods Dealer $93 71 

OS a er ee 1521 149] 

Class Group 
Advertising Age (w) 

CRGPRRETD <cascaseces 94 93 
American Funeral Director 47 52 
American Restaurant ..... 66 56 
Hospital Management .... 32 31 
Hotel Management ...... 51 46 
Industrial Marketing .... 56 40 
Modern Hospital ........ 92 97 
Nation’s Schools ........ 45 48 
Oral Hygiene (4 5/16x 

‘7 Se hee idvecees 111 11§ 
Restaurant Management 55 51 
Trathe World (w) ...... 62 63 

, 0 De eee 711 692 


§Includes special issue. *Includes classi 


fed advertising Last issue estimated 
tFive issues. Three issues. **Two edi- 
tions only French edition suspended 


temporarily since August, 1940 
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Business Advertising 
Up 8.7 Per Cent in April 


Maintaining a substantial gain o 





last year, advertising in business 
pers for April was 8.7 per cent ahx 
of April, 1940, issues and in the k 
by 12.08 per cent for the first f. 
months of the year as compared to t! 
period a year ago. These figures : 
based on reports of 112 publicatio: 
listed in the accompanying tabulat 
Eighty-two publications in the 
dustrial classification showed an a 
erage gain of 10.58 per cent for A; 
issues and 14.34 per cent for the fou: 
month period as compared with sin 
ilar issues of 1940. 
Trade papers 


ahead for April issues and 3.2 per cent 


were 2.01 per cent 
over the first four issues of last year, 
based on reports of nineteen publica 
tions. 


The 


figures of eleven papers in that classi 


class group, as indicated by 
fication, carried 2.74 per cent more 
business in April, 1941, issues than 
in comparable issues of 1940, and were 
ahead of the four-month total of 
1940 by 7.73 per cent. 


Four Accounts to Tyson 


O. S. Tyson and Company, Inc., New 
York, has been appointed to handle t 


advertising of Excel Metal Cabinet Cor Za 
pany, New York, manufacturer of ste« J 


cabinets for industrial, institutional and vA 
household use; Clarence S Brown & ( 

Inc., New York, manufacturers of cott 

fabrics for special service; Whittaker 

Clark and Daniels, New York, indust: 

minerals and chemicals: and Master R 
Manufacturing Company, Inc., New York 

steel and wood rules and tapes 


Moran Succeeds Allen in 
John C. Dolph Company 


James A. Moran, formerly in the 
licity department of Campbell-Ewald 
pany, New York, has succeeded Cl 
’. Allen as advertising and sales pr 
tion manager of the John C. Dolph 
pany, Newark. Mr. Allen has join 
sales staff of Robert McKeown Com; 
Newark, distributor of electrical supy 


( 


Two New Accounts to Kane 


Kane Advertising Agency, Peori: 
has been appointed to handle the 
tising of the Martin Machine Cor 
Kewanee, Ill., builders of heavy 
ment trailers, and the distributor 
tising of R. G. LeTourneau, Inc., P 
builders of contracting and earthn 
equipment 


ANA Meeting Dates Set 


The Association of National Ad 
ers will hold its spring meeting May | 
at the Westchester Country Club, 
N. Y. The fall meeting will be h« 
The Homestead, Hot Springs, Va 


99.96 





















TIONAL 
INDUSTRIAL 
ADVERTISERS 













EMBERSHIP 


/ inthe National! Industrial Advertisers Association 
y is of inestimable value to the man sharing advertising, 
marketing and sales-promotion responsibilities 
in the realm of American industrial activity 











As. the lucky fellows who know-to0 them, 
N.L.A.A.MEMBERSHIP is labeled a- 


NE lMuUs 


Y 

ou too, may share the same enthusiasm by 
adven suring in their midst.* Learn how and where you 
may »ecome a part of this influential organization, 
A wealth of profitable experience awaits you 
* * wh © & % % % we Oe OF 








CONTINUED FROM PaGe 33] tions in which your ads or publicity pletely sell the salesman on advert 
appear. Sometimes you can interpret ing, if nothing else will. 
Selling the Sales Force such information in terms of poten- In other words, simply think 
_ ) tial business available. the salesman when you plan any 
t * that yecine a , - =e ie, 
be used with nodes _ , Quite otten, too, market data sur- vertising. Then get it up in s§ 
‘ 44 Ww. r the > 
count, ind can suggest ivs to C vevs of the salesman s territory will shape that he can use it. 
, P d A 1 int. , one - 
ilesman to approach that “a reveal to him that he’s missing a lot That brings us to selling eq 
‘5 . ? ! these ar : . , , 
mall nite suc! we , _ . ot good bets. Such information is in- ment. And to many of us that m« 
ilways more informal The adver luabl ‘ | : 7 
valuable if properly presented and a sales presentation manual or ad) 
tising manager can give more atten , 
re used. tising portfolio, whichever you c! 
t Vi c t the . 
on OO tee MoviCws ae © You might also find it useful to to call it. 
ilesman, and can avoid generalities : 
concentrate and direct an advertising 


Sales Presentation Manuals 


\ ten n ary ina lare 
\ hich ire so otfte ecessa : as program to a tew select accounts. 
sal meeting wher the problem rt ee - . 
ales ~MectiINng _ — making those programs “tailor made Should Be: 
| | 
SIICSI t \ t rent. - 
CSTE SES BO pees d fe ent Tor those iccounts. This will com- # Short. compact, to the point 


Personal calls on salesmen indi 





vidually. You really can do 1 swell 
1Ob this way, but it's not ilw ivs pos 


sible in launching i program to do 


this, although there have been times ne salesman 
n our company when four of five 


members of the sales and advertising 
management have been able to cove 
eighty hive per cent of our sales force 


within ten days in this manner 


“On Every Call” 


It’s important that the salesman, in 
order to cash in to the fullest extent 
on the company’s idvertising, whether 
it be a series of ads, a display, a sales 


presentation, or W hat, use that adver 





tising on every call. If the salesman 
has any gray matter at all he knows 
that the effectiveness of his presenta 


tion can be increased by constant rep 





etition of the selling points made in E ry cera * ona 1Y DpI 1uU 
the idvertising. pliant receives it 1st neé 4 
= comprehensive, reliable, sx f 

Constant Use of Advertising TR ic at Piseat 
CDB is universally preferred | 
in Selling Results in: mae na ae ers 
plant executives 1 r buyill 

] Bette prospects Tu] je. 


(;sreater coverage. 


Your salesmen can cover only so much territory—make so many calls. Your 
catalog’s reaching power is likewise limited. “Four out of five individual catalogs 
are lost or thrown away,” says Industrial Market Data Book, 1938. CDB users 
confirm this only 15% report they keep individual catalogs. To be present at all 
points influencing a sale—where buying is planned, discussed, and decided on 


is a job that must be delegated to CERAMIC DATA BOOK. 


3. Increased sales. 

4. More money in the salesman’s 
Pon ket. 

Another important factor necessary 
to sell advertising to the salesman so 


he will use it 1S this: 





s Each copy of CDB’s 6,000 guaranteed circulation has an average of 3.8 users. As 
Localize important as the quantity of penetration is its quality. Typical firms are listed 
We're assuming that you already opposite. CDB users shown are buying executives—presidents, plant superintend 


ents, purchasing agents. The large number of copies used by big compan 


h ive spent hours “ ith that salesman; 
firms with many branches shows CDB's unique penetration. 


you've called on every one of his major 


accounts with him, or at least enough 
ot them that he knows you know THREE LISTINGS: ange Si 





what they are like. Then, it’s up to i 
Your firm will be listed in the 1ta 
you to use that knowledge of that serge . ' ° 
Your products wil! | isted in the Buyers’ Directory 
salesman and his problems in plan Veur trade names : . 
nine your idvertising. 
‘ *Catalog spa isers h th iva f bold face 
There are other things you can do, BRD ion ganda Ueihiaty teameilieamen ti natant Gin eli 
ilso. You can, from time to time, 
iw II ISSIS{ Y 1in preparing ad pea-!I *K ~ata! >| ist wr®ite 
furnish that salesman with informa- i csiiilnien Wiitecieiatiiasccai i aii Done aE Ree seni eee 


tion about the number of his custom 





ers who are reading different publica 
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ne 


As 
ted 


Qa 


Illustrated and with flash cap- 


Easy to handle. 

Durable. 

so happens that I had the good 

ne to attend the annual meeting 

e American Management Asso- 
in New York last year. At 

meeting, one of the highlights 
program was a display of more 
300 sales presentation portfolios 

h were submitted in a competi- 
An entire session of the confer- 
was devoted to discussions of 


of the winning presentations, 


one of which, in this case, happened 
to be a presentation by the Continen- 
tal Steel Corporation. 

Everyone learned a lot about sales 
presentations at that conference, but 
one of the things that stuck in my 
mind more than anything else was the 
speech made by Mr. Borden, of Bor- 
den and Bussey fame, when he handed 
me a certificate of award. He said: 
“The Continental presentation was 
(1) organized so that a salesman could 
use it easily, and would feel ‘like a 
smart guy instead of a messenger boy 


who was showing something just be- 












IN 


r 
Typical, thorough 


that can be 
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CERAMIC DATA BOOK 


No. of 

Firm Names Users 
Ford Gla 21 
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-ERAMIC DATA BOOK 


ass, Pottery, Enamel, Refractories, Brick, Clay Products 


uublishers of Building Supply 
Brick & Clay Record 


ed by INDUSTRIAL PUBLICATIONS, INC., 59 East Van Bure 


News, Practica 
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cause the boss told him to.” (2) It 
was short and to the point with no 
long winded copy that would tire the 
prospect. (3) It was an interesting, 
visual presentation with pictures and 
flash captions. (4) It was the kind 
of a presentation the salesman could 
easily be trained to use and sold on its 
practical value.” 

I’m repeating Mr. Borden’s remarks 
only because they bring out the points 
which should be emphasized, points 
which always should be remembered 
in getting out sales presentation man- 
uals or advertising portfolios. 

Now, assuming that you’ve done 
all that, assuming that you've sold 
your salesmen on your advertising by 
the methods discussed above, the big- 


gest job of all is ahead: 


Don't Relax 


It’s so easy sometimes to get a sales- 
man all steamed up in a meeting or 
in a private talk so that he’ll go out 
in his territory right away and start 
hitting the ball. But it’s also plenty 
easy for that same salesman—and you, 
too—to let down after a few days. 
It’s hard to keep up enthusiasm, and 
without that, your program is only 
partly successful. 

Therefore, it’s necessary to check 
up on the salesman continually to see 
that he’s using this advertising you 
have so carefully prepared, and if 
not, why not? It’s necessary for 
you or some member of your depart- 
ment to help that salesman use your 
advertising with certain customers he 
seems unable to approach. The sales 
man likes this help. He appreciates 
it. And, at the same time, it puts 
you on your toes. You're on a spot, 
and you’ve got to come through or 
lose face with the salesman. If nec- 
essary, you may even find it advisable 
to make certain changes in the adver- 
tising if it doesn’t seem to be click- 
ing as it should be, although that’s 
rarely necessary if you’ve done all of 
the necessary things first. 

Yes, you've got to do all those 
things, and more. Because that adver- 
tising, even though it’s in the sales- 
man’s hands, is still your baby. You’re 
the one who is responsible for it, and, 
like it or not, its success depends en- 
tirely upon how well you follow 
through, how well you are able to 
keep the salesman continually con- 
scious of the necessity of never relax- 
ing, how well you are able to keep 


full steam ahead. 


9I 






























ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Selection of Media 


We sell our product in five different 
markets, and there are a number of 
magazines covering each market. 1 
have read all of the publishers’ presen- 
tations, etc., but still cannot make up 
my mind about certain media. Is there 
any “Good Housekeeping Bureau” or 
similar organization that makes un- 
prejudiced studies that are of value? 

ADVERTISING MANAGER. 


You are of course familiar with the 
ABC and CCA audits. The National 
Industrial Advertisers Association also 
has developed an outline to be fol- 
lowed in presenting pertinent data and 
information. Unfortunately, prepa- 
ration of this report requires so much 
time and work that some publishers 
do not furnish it. Certain publishers 
also state that industrial advertising 
men generally do not take enough in- 
terest in these NIAA reports to study 
them carefully. 

The intense competition for read- 
ing time and attention these days 
makes selection of media more impor- 
tant than ever. Therefore, more at- 
tention no doubt will be given to 
media study with every passing year. 

No paper reports and case studies 
will ever fully take the place of your 
own field work. You must call on the 


Talk in- 


formally with them about their prob- 


men you wish to influence. 


lems, interests and reading habits. 

You should visit a fair cross sec- 
tion of your markets, tabulate your 
reactions and findings, and check 
wherever you can with other data, 
publishers’ statements, ABC, etc. 

In no other way will you get the 
satishied 


complete picture and feel 


with your decisions. 


Interesting Management 
In NIAA Conferences 


I read INDUSTRIAL MARKETING re 
ligiously and try to keep up with de- 
velopments in other ways, but as we 
have no local industrial advertising 


association in our town, | believe 1 
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am missing much. Occasionally I 
refer notes on NIAA meetings to the 
boss, but he thinks these conventions 
are the bunk. How do you fellows 
sell your management on membership? 


ADVERTISING MANAGER. 


INDUSTRIAL MARKETING Covers cur- 
rent progress in yeur field very well. 
The conventions are also carefully 
written up. However, it is certainly 
helpful to attend the annual meetings 
of the National Industrial Advertisers 
Association. The regional conferences 
also are worth while. 

Perhaps management does not ap- 
preciate the value of these meetings 
because they know so little about 
them. Why don’t you begin by mark- 
ing particularly NIAA 


talks for their attention from time 


applicable 
to time? Be sure to mark specific 
paragraphs which might be of special 
interest. 

Then later call attention to talks 
and speakers scheduled, and finally the 
chief will be asking you why you 
don’t go to the next meeting. 

If that doesn’t work, try to de- 
velop some economy (usually quite 
pessible in most advertising depart- 
ments), and ask management if you 
can use the savings for the purpose 
of securing some new ideas from the 
NIAA. 

A letter or two from other adver- 
tising managers telling how they have 
benefited from these meetings also 
will help. 

For your company’s sake as well as 
your own, go to work on this program 
now and we'll see you at the NIAA 


meeting this fall. 


Advertising Management 

My predecessor spent part of his 
time in the sales department and did 
not have much time for advertising. 
Consequently there were feu records 
to guide me and no systems for han- 
dling the werk, filing photos, cuts, 
ads, etc. 

| have now doped out systems for 
everything and believe the department 






will function properly, but find 
have no time left for creative effo 
Every day I plan to spend more ti) 
on new ideas, advertisements, lit. 
ture, etc., but five o’clock and t/ 
six o’clock rolls around and the da 
routine is not even completed. H 
are other advertising managers se para 
ing their detail work from creat: 
work? How can I do it? 

ADVERTISING MANAGER 


This is a continual problem for « 
industrial advertising manager | 
cause frequently the department 
not large enough to segregate th 
work and employ different persons t 
assume each type of responsibility 

First, you should consider the dc 
sirability and practicability of em 
ploying an advertising agency. With 
more and more industrial and trade 
magazines operating on a commission 
basis, their services may cost you less 
than you expect. 

The agency will help you with all 
of your work or do the particular 
work you do not have time for, as 
you may desire. 

You can also secure complete art, 
layout, and some copy service from 
certain creative printers. 

Second, you should reconsider the 
routine work methods of your depart 
ment. Perhaps your predecessor was 
doing a better job for the company 
than you are because he did not tie 
himself down with detail, but kept 
himself free for the more important 
work. 

It’s easy to let systems and records 
strangle your creative effort, but don’t 
do it! 
good clerk, but it takes brains and 
imagination along with commen sense 


Any average fellow can be a 


to be a good advertising manager. 


Selling Democracy to 
Employes and the Public 


Like many others, I am looking 
a way to advertise my own compa 
and products and at the same tim 
sist the general public to a bette 
derstanding of the free enterprise 
tem and the unique advantax 
have here in America that are d 
many other peoples. 

We fuss and kick about our 
and country and | am afraid w 
fully appreciate what we havi 
it is taken away from us. What » 
we do in a definitely aggressit 
along these lines? 

ADVERTISING MANAGI 


As you no doubt know, muc 


being done along the lines in » 
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re interested, but of course much 


I needs to be done. The U. S. 
( ber of Commerce, the National 
A<cociation of Manufacturers and 
n others are at work. Many man- 
ufacturers are starting with their em- 
ployes and then going out beyond 
t] in their task of revealing the 
facts concerning situations that are 
not entirely clear to the average citi- 
z 


Annual reports to jobholders as well 
as stockholders are growing in number 
and value. Advertisements regarding 
raw material situations, new products, 
policies, etc., are also on the increase. 

But how can you help? First, by 
trying to improve the understanding 
of other men employed by your own 
company. There are many who be- 
lieve that if a really good job were 
done in this way the whole problem 
would be solved. 


Second, while in your over-sold 
condition, use some of your advertis- 
ing space to explain your company 
and its service to the public. Break 
down your company dollar—show 
hew much goes for labor, taxes, divi- 
dends, etc. You will be surprised how 
much you can do alone. 

Third, check up on your company’s 
wssociation contacts and what is being 
done by these associations. If your 
company is not participating, get them 
If they are members, write 


Perhaps 


to son. 
the association secretaries. 
you can help most through these units. 

\fter all this is done and you are 
still not satished, write to us, because 
we are feeling just as you do about it. 

Perhaps if enough men like you 
could get their companies to allocate 
a small percentage of their advertis- 
ing budget for a national educational 


Program, another effective organiza- 
tion could begin functioning. How 
wo the following modest program 
SO1 to you? 


Formation of a small, nationally 


d Board of Control with a 
sn ut particularly able staff. 
icts and information would 
lied, digested, and dramatized, 
SO » be quickly and easily assimi- 
y everyone. 
istribution of this outstanding 
would have to be of great 
material to public groups, as- 
ns, Companies, newspapers, and 
1¢ editors, and others in key 
p s who could pass on the good 
' bout our free enterprise sys- 


] 
ad our great country. 
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Personnel Changes at 
Smith, Hoffman & Smith, Inc. 


A. J. (Jack) Mittelhauser, formerly ad 
vertising and promotion manager, 
O. Hommel Company, has joined the ac 
count executive staff of Smith, Hoffman 
& Smith, Inc., Pittsburgh agency, succeed 
ing Charles Francis Hoffman, who has re 
as executive vice-president and di 


sales 


signed 
rector 


LeTourneau Promotions 


R. G. LeTourneau, Inc., Peoria, has ap- 
pointed Walter L. Schump to its advertis 
ing staff, to succeed A. Robert Thomson, 
assistant advertising manager, who has 
been promoted to the training division of 


the sales department. Mr. Schump, who 
for the past hve years has been associated 
with The Denver Equipment Company 
and The Mine & Smelter Supply om 
pany in charge of export sales and export 
sales promotion, will handle direct mail 
and export advertising 

Paul R. Miller has been promoted to 
national copy, and his news bureau activi 
ties taken over by Eugene E. Weyeneth. 


New Cleveland Agency 


The Sanderson & Murray Agency, 
Cleveland, has been formed by Frances 
N. R. Murray, who has been active in the 
consumer advertising field, and William 
J. Sanderson, who has been engaged in in 
dustrial advertising 





* Today, every second counts in industry, for time 
the 


lost is production lost. 


In such a situation, 


industrial distributor becomes an even more impor- 


tant factor in 


assuring an uninterrupted flow of 


essential tools, accessories and supplies to plants in 


his territory. Likewise it is more important than 


ever for you, 


if you seli to distributors, to keep 


your products before them through . . . 


The ONLY Magazine Serving Industrial Distributors and Their Salesmen EXCLUSIVELY 


MILL SUPPLIES 


A McGraw-Hill Publication 


330 West 42nd Street, N.Y.C. 
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Charles Abel, 520 Caxton Bldg., Ck 4 


> land 
| n d U & t r | a | Aug. 21-23. Southern Appalachian 


| dustrial Exhibit, Bluefield, W. Va. 
| B. Housman, Bluefield 


S,8 
ex p OSs itio n Ss Aug. 25-29. National Association 


Power Engineers, Baltimore. 176 W 
Adams St., Chicago. 


Sept. 15-19. American Hospital As 




















| May 9-10. International Afhliation of ation, Atlantic City, N. J. 18 E 
Sales and Advertising Clubs, Royal vision St., Chicago 
York Hotel, Toronto Donald A ‘ 
Thomas. 225 Norwood Ave.. Buffalo Sept. 16-18 _Roadmasters and Mai 
nance of Way Association of Amer 
May 19-23. Western Metal Exposition, Stevens Hotel, Chicago. 332 Deart 
Los Angeles 7301 Euclid Ave . Cleve Station, Chicago 
land ' . 
Sept. 17-19. 19th Annual Conference ; 
May 22-24. Automotive Engine Rebuild- Exposition, National Industrial Ad 
ers Association, Pittsburgh. R. G. Pat- tisers Association, Royal York Hot 
terson, 415 N Capitol Ave., Indianap- Toronto J. A. M. Galilee, Canad 
olis Westinghouse Electric Company, Lt 
May 25-29. Advertising Federation of Hamilton, Ont 
America Convention, Hotel Statler, Sept. 23-26. Association of Iron and St 
Boston Engineers, Public Auditorium, C! 
May 26-29. National Association of Pur- land. 1009 Empire Bldg., Pittsburg 
chasing Agents, Stevens Hotel, Chicago Sept. 28-Oct. 4 American Transit A 
11 Park Place, New York sociation & Afhliated Associations, At 
May 28-30. Oijul Mill Machinery & Sup- lantic City, N. J. 292 Madison A 
ply Association, Dallas. W. M. Sow- New York 
den, 2819 Commerce St., Dallas Sept. 29-30. National Lubricating Gr 
Why has the Cast Iron Pipe June. American Society of Heating @ Institute, Stevens Hotel, Chicago 
Research Association advertised Ventilating Engineers, San Francisco Winspear St., Buffalo 
regularly in Civil Engineering for Palace Hotel, San Francisco. A. V —— a oS oe 
Sept. 2 2 ational Munici 


the past nine and one-half years? a 51 Madison Ave., New 
or ity 
ed 


Mr. Thomas F. Wolfe, Research 


Signal Association, St. Louis. 8 E 
St., New York 





’ ‘ . ) 
Engineer in charge of advertising, June 6. National Association of Pack , 
t il, - S 6 iL Fuel Manufacturers, Commodore Sept 29-Oct ~ American Mining ‘ 
ens you: Perry Hotel, Toledo. 700 N. Quincy gress-Metal Show, San Francisc: 
“We use Civil Engineering, St., Tokepa, Kansas Munsey Bldg., Washington, D. ( 
because we know that it is read June 8-11. National Paper Box Manufac Sept. 29-Oct. 5. American Poultry ¢ 
by the top engineers throughout turers Association, Traymore Hotel, At gress, Waterloo, Ia. E. S. Estel, S« 
Pp g , . 
the country.” lantic City. 1106 Liberty Trust Bldg., Mer., Waterloo, Ia 


Philadelphia 
Do you too, want to reach the : , Oct. 6-8. National Electrical Cont: 
y - : lune 9-12 National Association of Mas- = ‘ ‘ ‘ - 


aggre — te Wace 
influential men in the building of ter Plumbers, St. Louis. Edward Mon pe mocany hong Ni -4 Y 7 - 
ma gton £ e.. IVevV or 













bridges, tunnels, dams, power teath. 917 15th St. N. W.. Washing 
plants, water works, highways, ton. D. C Oct. 6-10. National Restaurant Ass 
railways, airports and factories? June 10-13. Radio Parts National Trade tion, Chicago. 666 Lake Shore Dr 
Then sell to the civil engineer. Let ' Show. Chicago. 53 West Jackson Blvd., Chicago. 
him read your message in the Chicago Oct. 6-10. National Safety Congr 
pages of his own publication. lune 11-14. American Society Mechani Exposition, Chicago. 20 N. W 
cal Engineers (Oil and Gas Division), Drive, Chicago 
Kansas City, Mo. 330 West 42nd St., Oct. 6-11. Chicago Exposition of P 
New York & Mechanical Engineering, Inter it 
The gg aE ee ee Amphitheater, Chicago. Charl 
) Building Owners and Managers, Chi Roth, Grand Central Palace, New ‘ 
CIVIL ) cago W J. McLaughlin, 134 S. La Oct. 8-10 Annual Convention, D 
Salle St., Chicago Mail Advertising Association, M 
ENGINEER lune 16-2 American Industrial Bank Royal Hotel, Montreal Spaldit g B 
ers Ass'n, Colorado Springs, Colo. 128 Canadian Industries, Ltd., 1135 B 
East Wayne St., Fort Wayne, Ind Hall Hill, Montreal 
lune 16-2 Pacific Heating & Air Condi Oct. 11-18. National Dairy Assox 
tioning Exposition, Civic Auditorium Memphis 308 Washington, ( 
Oct. 12-15. American Public Work 
Central Palace, New York sociation, New Orleans. Normar 
June. 22-25. American Water Works den, 1313 E. 60th St., Chicag 
Association, Toronto, Ont., Can. 22 Oct. 13-16. National Canvas Goods 
East 40th St.. New York Association, Dallas 3921 | 
I ne 23 27 Ameri in Sx ciety for Test Dallas 
ing Materials, Chicago. 260 South Oct. 14-16. American Railway Br 
Broad St., Philadelphia, Pa Building Association, Stevens 
June 26-27. Lake Superior Mining Sex Chicago. 332 Dearborn Stat: 
tion of the National Safety Council, cago 
Duluth, Minn. 18 Federal Bldg., Du Oct. 20-23 American Gas Ass 
luth, Minn (Appliance & Equipment Mirs 
July 22-25. International Baby Chick All lantic City, N. J. 60 E. 42nd St 
Industry Poultry Conference & Expo- York 
sitio! Kansas city, Me 3718 Broad Oct. 20-24. The Wire Associatior 
way, Kansas City delphian Hotel, Philadelphia. 3 
33 West 39th Street @ New York, N. Y. \ug. 12-14. National Sign Associatior St., Stamford, Conn 
Hotel Statler, Cleveland Oct. 20-24. National Metal Exp 


ug 22 »*hotographic ustry Cor *hiladel phiz 73 ~UC AiVE., | 
SEE MARKET DATA BOOK - PAGE 166 Aug. 18-2? rs I hotographic Indu ry ( : Philadelphia )1 Euclid Av ; 
vention &@ Trade Show, Chicago land 
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° i NTINUED FROM PaGeE 27] 
a 
Armstrong Cork Export 
W were given an intensive eighteen 
ths training course at the home 
< in Lancaster, Pa., and then sent 
: the field. They devoted their time 
1 selection and training of com- 
Zs on representatives for the various 
| countries in their territories, rather 
to engage in active selling them- 
A, selves. One of the traveling representa- 
« was assigned to each of the fol- 


ng territories: (1) Latin Amer 
Lt ca: (2) South Africa, New Zealand, 
ind Australia; (3) China and the Far 


s East: (4) India and the Near East. 

European countries are normally cov- 

A ered by salesmen from the subsidiaries 

\t in Spain (Manufacturas de Corcho 

\ Armstrong) and Great Britain (Arm- 
strong Cork Company, Limited). 

$98 \ ithin 1 relatively short time, the 

Company had trained twelve commis- 

sion representatives in foreign coun- 

, tries, had increased its number of 

C wholesale distributors, and sales vol- 

ume had begun to increase. 
During the middle thirties, as in- 


creased attention was centered on de- 
veloping Latin-American trade, this 
company placed an occasional adver- 
tisement in Spanish language trade 
journals. These messages were intended 
primarily to attract additional com- 
mission representatives and distribu- 
tors, rather than to sell merchandise. 
Additionally, a considerable quantity 
of colored lithographs was supplied the 
representatives and distributors to help 
, the further increase sales. 


By 1939, one Armstrong traveler 


could no longer effectively handle the 
s¢ m and training of commission 
representatives in Latin America, so a 
second traveler was assigned to these 
countries by this company. At the 
b ning of 1941, Armstrong decided 


crease in intensity its Latin- 
can sales efforts, and a third rep- 
itive was assigned to that terri- 
One traveler now covers the 
1 coast of South America, the 
the west coast, and the third 


rribean and Central America. 


1 result of this program, Arm- 

today has more foreign com- 

representatives than ever be- 
its history. In Latin America 
the number has increased to 
ix, and in addition, there are 
than fifty wholesale distributors 


ne 


1g the various products manu- 


ane 
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factured by the company. And its 
sales in Latin America now are eight 
times greater than the total volume 


reached in 1933. 


War Department Issues Warning 
The War Department has issued a 


warning against alleged coercive methods 
used to solicit advertising from firms hold 
ing government defense contracts, on the 
part of publications which seek to assume 
a quasi-ofhicial connection with the De 
partment. This announcement came as 
the result of a complaint from a manu 
facturing firm that a periodical with of- 
neces i i Southwestern city had solicited 


its advertising t! rough a letter creating an 


impression of military connections which 
were imaginary. The War Department 
feels that such practices threaten the ex 
cellent relations existing between it and 
defense industry 


Lincoln Electric Has Welding 
Consultant at Washington 


The Lincoln Electric Company, Cleve 
land, has appointed B. J. Brugge as weld 
ing consultant and engineer at Washing 
ton, D. C., in association with T. A 
Canty, Inc., Lincoln representatives in 
Baltimore Mr. Brugge will be engaged 
in consulting work in connection with the 
application of are welding in the National 
Defense Program and will be available for 
such work with all government depart 


ents 


$10,200 WORTH OF BUSINESS ORDI RS 
WERE SECURED AS THE RESULT OF A 
$45 ADVERTISEMENT IN DUN’S REVIEW 
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Steel companies plan to spend more 


than 282 million dollars for new pro- 
ductive equipment during !|94!. 

This year's program covers the entire 
range of steel mill productive facili- 
ties and provides additional by-prod- 
uct coke plants, blast furnaces, open 
hearths, rolling mills, soaking pits, 
heating furnaces, wire drawing ma- 
chines and cold rolling equipment. 
Subscribers to BLAST FURNACE AND 
STEEL PLANT are the men who will 
specify how this money is to be spent 
and whose equipment will be pur- 
chased. 

The June issue will feature the impor- 
tant papers read at the American 
Iron & Steel Institute Meeting, New 
York, May 22. 


Published by 


STEEL PUBLICATIONS. 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 








HEAT TREATING 
FORGING 


There is an unusually good 
market today for the manufac- 
turer of equipment and supplies 
for the forging and heat treat 
ing fields 


HEAT TREATING AND FORGING 
is the only business paper de- 
voted entirely to editorial rela 
tive to these fields 

Therefore it is logical that you 
can obtain greater coverage with 
less waste circulation when you 
advertise in HEAT TREATING 
AND FORGING 


Average monthly distribution 


3950 — C.C.A 
Published by 


STEEL PUBLICATIONS, INC. 
108 Smithfield St., Pittsburgh, Pa 
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N. l. A. A. News 


What local chapters of the National Industrie 
Advertisers Association are doing and thinking abou 





Boston Will Conduct 
AFA Industrial Departmental 


An afternoon departmental meeting on 
ndustrial advertising will be conducted by 
the Technical Advertising Association, 
Boston NIAA chapter, on Tuesday, May 
27, as part of the annual convention of 
the Advertising Federation of America, 
May 25-29. A. B. Fritts, publicity man 
ager, Norton Company, Worcester, Mass., 
is chairman of the session 

In addition to speakers, a feature of the 
program will be a skit entitled “The Fif 
teen-Minute Egg,” produced by John E 
Wiley and Robert E. Allen, both of Fuller 
w Smith & Re Ss, Inc., New York The 
act will dramatize the problems of indus 
trial distributors and suggest ways of 
meeting them by the manufacturer. The 
manufacturer's advertising department also 
will come in for criticism by the distrib 
utor who will discuss sales promotional 
literature as to its merits and faults. Serv 
ice rendered by the manufacturer also will 
receive attention 

Another feature of the program will be 
a demonstration of three-dimension still 
and motion pictures by Floyd A. Ramsdell. 
Worcester Film Corporation. Richard P 
Dodds, president ot NIAA, will address 
the meeting 

The departmental will not include a 


lune heon session 


Northern California Elects 
D'Evelyn President 
The Industrial Marketers ot Northert 


California have elected Norman I 

D’ Evelyn, D’Evelyn 
& Wadsworth, San 
Francisco agency, 
president to succeed 
M. E. Wank, Wank 
& Wank nm. o 
Schuler, Westing 
house Electric i 
Mig. Company, was 


elected vice-presi 
dent, and Roy N. 
Phelan, McGraw 


Hill Publishing 
Company, secretary 
treasurer. The new 
ly elected directors 
are David C. Joly, 
Western Construction News, and Harold 
Cofhn. | S. Steel Corporation; those re 
maining in office are Gordon W. Monfort, 
Caterpillar Tractor Company, and W. A 
Brewer, Brewer-Weeks Company 

Carl J. Eastman, vice-president, N. W 
Ayer & Son, principal speaker at the 
March meeting, presented case histories of 
sustained well-planned industrial adver 
tising campaigns and industrial organi 
zations with outstanding records, tracing 
the connection between them. Counseling 
even more careful planning in the indus 


. | | : 
trial feld than for consumer advertising, 


Mr. Eastman said, ““Have an objectiv: 
out a plan, and put it into executior 

David Starr Jordan, then president 
Stanford University, put it, ‘The w 
steps aside for the man who knows 
he is going’. 


Neighbors Elected 
New York President 


Charles M. Neighbors, advertising 
ager, Babcock & Wilcox Company 
been elected presi 
dent, Industrial Ad 
vertising Associa 
tion of New York, 
succeeding Keith B 
Lydiard, account ex 
ecutive, Alan B 
Sanger Agency. E 
Scott Pattison, G 
M Basford Com 
pany, was reélected 
first vice-president 
Gordon Tuthill, ad 
vertising manager, 
Crucible Steel Com 
pany, was elected C. M. NEIGHBORS 
second vice-presi 
dent: and Maurice 
Phillips, International Nickel Cor 
Inc., was named secretary-treasurer. Ki 
B. Lydiard: Rufus Choate, account ex 
tive, Donahue & Coe Company Wi 
Irish, editor, Industrial Equipment N 
and Sherry Quarles of Power, w 
directors 

An innovation in quiz programs 
provided at the April 14 meeting w 
S. L. Meulendyke, vice-president, M 
schalk & Pratt, Inc., took the be-whisk 
role of “Old Man Management™ and 
at the audience questions of the typ 
tended to embarrass advertising mat 
and agencies. <A crisp new dollar bil 
awarded the person giving the best 
swer to each question. Francis Fink 
author of “The Legal Phases of Ad: 
ing’ and a member of the New Y: 
followed this part of the program wit 
discussion of “Keeping Your Advert 
Within the Law.” 





A 


Harry Keene Heads 


Boston Chapter 
Harry A. Keene, publicity and 


tion manager, Grinnell Company 
Providence, R. 1L., has been elected 
dent, Technical Advertising Assox 
Boston, succeeding K. R. Sutherland 
erland-Abbott, Boston agency Als 
at the April meeting were: First 
president, Ross M. Cunningham, 
sor of marketing, Massachusetts I: 
of Technology, Cambridge; second 
president, George A. Sawin, Jr., 
sales promotion manager, Westin: 
Electric & Mfg. Company, Boston 
tary, E. J. Mackenzie, assistant adv« 
manager, Simplex Wire and Cable 
pany, Cambridge; treasurer, John + 
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Harry A. Keene, publicity and promotion 
manager, Grinnell Company, Inc., left, 
newly elected president, Technical Adver- 
tising Association, Boston, receives congratu- 
ations from K. R. Sutherland, Sutherland- 
Abbott, Boston agency, whom he succeeds 


promotion manager, Wheeler Re 
Company, Boston; director, K. R 


Sut rland 


New Chapter Forming 
At Rockford, Ill. 


\ group of industrial advertisers in the 
Rockford, IIl., district, headed by M. R 
Crossman, Barber- 
Colman Company, 
met last month to 
s formation of 
sociation to be 

me athliated with 
NIAA W D 
Murphy, vice-presi- 
NIAA, ad- 

ed the meeting 
utlined the 

ot the 

organiza 





i 1e€ bene 


be derived 
membership in 
\ permanent or- 
yn is to be formed at a meeting 
May 6, at which time the NIAA will be 
petitioned for afhliation as a_ chapter 
Meetings are to be held on the first Tues 
tf each month 
rmen of committees for the devel 


M. R. CROSSMAN 


t of the organization are as follows: 


( titution and by-laws, George R. Holt, 


W. F. and John Barnes Company; mem 

Wendell C. Galloway, Barber 
C n Company; program, Roscoe E 
Brightup, Greenlee Bros. & Co.; nominat 


|. M. Kjellstrom, Sundstrand Machine 
j mpany; publicity, A. B. Brand, 
ngs, Brand & McPherson 


4 


Pittsburgh Hears Spillman on 
Advertising and National Defense 
address before the Industrial Ad- 


Council, Pittsburgh, last month 
\dvertising and the National De 
Harry Collins Spillman of the Na- 
\ssociation of Manufacturers as- 
We must mobilize the heart of 
tion Democracy started as a 
ideal because its founders had 
lish, in the form of a nation the 
at were, and are, necessary to 
lives of our citizens. We must 
ose ideals to our people—through 
earts—to rebuild upon the very 
n otf American Democracy.” He 
i the encouragement and develop- 
inventive power and research ac- 
mong technicians as a means of 
xg constructiveness 
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Milwaukee Sees Film on 
Science in Business 


The growing importance of the science 
of distribution and its relation to adver- 
tising was presented in March of Time 
style with the film, “Science in Business,” 
produced by Time and shown at the April 
meeting of the Milwaukee Association of 
Industrial Advertisers. It was pointed out 
that the necessity of advertising has been 
greatly increased in the past twenty years 
as a result of the broadening of U. S 
markets and profit-making opportunities 
and the doubling of U. S. workers’ output 
through mechanization, thus requiring a 
“new selling horsepower” to dispose of 
that production. Advertising was referred 
to as “the essential complement of modern 
mechanized production 4 


R. W. Harrison, Waukesha Motor Com 
pany, gave a brief synopsis of the study 
manual plan as originally introduced by 
the St. Louis Chapter of NIAA while 
Charles G. Crabb, Wrought Washer Mig 
Company, and M. E. Engebretson, The 
Oilgear Company, offered suggestions on 
how to more effectively carry out the mar 
keting campaigns of two other industrial 
manufacturers 


Advises Salesmen Should 
Become Service Men 


If the sales department has nothing to 
sell at this time, it should be revamped 
into a customer service department, E. H 
Schriefer, president, Sales Analysis Insti 
tute, Chicago, advised the Industrial Mar 





interests and progress. 


the situation may demand. 


more economically. 


IMPORTANCE OF THE 
A.S.M.E. CATALOG DISTRIBUTION 


This distribution is based on the membership of The American Society 
of Mechanical Engineers—a body active in promoting engineering 


The mechanical engineer, responsible for the machinery of industry— 
designs, builds, supervises operation, and maintains the machinery as 


Through his own knowledge or contacts, he will obtain, or at the 
suggestion of his fellow plant workers, he will approve, all material 
and machines that will produce a product better in quality and do it 
His knowledge of products is gained through reading advertising, 


through experience, and through discussions with his fellow engineers 
one of the many benefits of professional Society membership. ) 


-A: S ‘M ° E ° 
MECHANICAL CATALOG SELL 














j 





A THIRTY YEAR 
HABIT 
THAT HELPS YOU 


THE TECHNICAL 
AND INDUSTRIAL 
MARKET 








1 


and related materials. 





Manufacturers who insert their catalog in the A.S.M.E. Catalog may 
feel assured that they are reaching the key men of industry. The coral 
distribution is 15,000 copies, which is more than that of any other 
Catalog to an industrial group, and is concentrated in the mechanical 
field only. This distribution is carefully controlled and includes only 
individuals whose duties involve the recommendation, selection, 
specification or approval-of-purchase of mechanical apparatus, parts 


Your product data placed before these selected users of the A.S.M.E. 
CATALOG will receive thoughtful attention when information is 
being assembled from various sources for preliminary design or selective 
buying. This “‘entree’’ gives you a tangible advantage of vital im- 
portance in marketing your products. 


1942 EDITION NOW BEING COMPILED 


ARRANGE NOW for inclusion of Your Catalog—address 














THE AMERICAN SOCIETY of MECHANICAL ENGINEERS, 29 W 39°S1. New York 
Midwest Office: 205 West Wacker Drive, Chicago, Ill 
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MILL COVERAGE 





Advertisers 


lf you sell machinery, equipment 
and material for use in paper and 
pulp production, advertise in // 
Paper Industry and Paper World 
This monthly educational news 
magazine gives you concentrated 
mill coverage, having the largest net 
paid circulation to paper and pulp 
manutacturers of any paper pub 
lished in this field 


FRITZ PUBLICATIONS. INC. 


59 EAST VAN BUREN STREET, CHICAGO, ILL. 









She MORGAN 


ADVERTISING CO. 
22nd year =e | 


Industrial , 
Adver Agency 
Serving industrial, technical 4 


and trade advertisers of 
high standing. 









The mid-year meeting of the board of directors of the National Industrial Advertisers Assc 
ciation at Cleveland late in March pauses a moment for the camera man who caught this 
group, reading from front left around the table: W. D. Shannon, Allis-Chalmers Mfg. Com 
pany, Norwood, O.; Keith B. Lydiard, Alan B. Sanger, New York; E. B. Bossart, Bailey Meter 
Company, Cleveland; Philip Linne, Owens-Corning Fiberglas Corporation, Toledo; Louis J 
Ott, Ohio Brass Company, Mansfield, O.; R. P. Dodds, Truscon Steel Company, Youngstown 
O.; William E. McFee, The American Rolling Mill Company, Middletown, O.; H. V. Mercready 
Magnus Chemical Company, Garwood, N. J.; John A. M. Galilee, Canadian Westinghouse 
Co., Ltd., Hamilton, Ont.; C. D. Davenport, Union Steel Products Company, Albion, Mich 
Richard S. Hayes, The Okonite Company, Passaic, N. J.; K. E. Kellenberger, Union Switch & 
Signal Company, Swissvale, Pa.; D. A. Wolff, Edwin W. Wiegand Company, Pittsburgh 
Anthony Neher, Century Electric Company, St. Louis; Arnold J. Andrews, Bucyrus-Erie Co 
South Milwaukee, Wis.; George F. Mathews, The Lunkenheimer Co., Cincinnati: and E. J 
Goes, The Koehring Co., Milwaukee, lower right. Almost every chapter was represented 


keters of Detroit last month. Under this 
plan, salesmen would maintain regular con 
tacts in the field with the definite purpose 
of assisting customers and prospects with 
any problems involving the use of their 
products or others. Such activity would 
increase good will which could be capital 
ized on later, Mr. Schriefer asserted 


Advance DMAA Convention 


To avoid an overlapping of activities, 
the Direct Mail Advertising Association 
has advanced the dates of its 24th annuai 
convention to Oct. 8-10 The meeting 
will be held at the Mount Royal Hotel, 
Montreal, Que 


Parker Appoints Horton-Noyes 


The Horton-Noyes Company, Provi- 
dence agency, has been appointed to han 
dle the account of the Charles Parker 
Company, Meriden, Conn., maker of bath 
room and lighting fixtures, and vises 
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Cover the “News Front’ 


A good story . 

esa right people — the men who do the buying 

' ract — its effectiveness is lost. 

Associated 

greater returns because these regionals are 

Ia read by the men who buy 

ky J tain Cor men who buy because ACP papers cover the 

gens few hewe construction news front — completely. Tell 
your story in ACP Publications. 


ASSOCIATED CONSTRUCTION PUBLICATIONS 


. . but if it doesn’t get to the 


Advertising in 
Construction Publications pays 


. read by the 








Cleveland Chapter of 
AMA Being Organized 


A Cleveland chapter of the Ameri 
Marketing Association is being organized 
and the following committee has beer 
up to work out details and present a slat 
of officers: 

Allen L. Billingsley, president, Fuller © 
Smith & Ross; Donald R. G. Cowan, mar 
ager of commercial research, Reput 
Steel Corporation, and former president 
of the American Marketing Associatio: 
Royal E. Davis, manager of sales resear 
Goodyear Tire & Rubber Company; How 
ard Whipple Green, market consultant 
Ralph C. Greiner, McGraw-Hill Publis! 
ing Company; and Clarence McGregor 
Cleveland College and Western Rese: 


University 


Peterson Core Oil Ordered to 
“Cease and Desist" 


The Peterson Core Oil &@ Mfg. ¢ 
pany, Chicago, has been ordered by 
FTC to cease and desist from repre: 
ing by the use of letterheads of the 
poration or otherwise that offices 
branches are owned, maintained, 
erated in any city or locality wher 
such office or branch is so owned ot 
erated; and also to cease represent 
pictorially or otherwise, that the phy 
plant, equipment, and facilities 
used, or occupied are greater thar 
are in tact 


lrish Made Vice-President 
W. E. Irish, editor, has been el 


vice-president in charge of editoria 
the Industrial Equipment News Dis 
of the Thomas Publishing Company, ° 
York 


Treadwell Names DuMont Chairr 


W. B. DuMont, formerly sales mar 
Treadwell Tap and Die Company, G 
field, Mass., has been named chairn 
the board of directors 
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NATURAL DRAFT copecty @ hana? 





=Pan 


te : | MORGAN CONSTRUCTION CO + WORCESTER MASS 
* ) N TEED ATION” here . 


ISLEY Furnace Control System 


Simple pencil sketches humanized by hands 
holding pencils pointing to vital parts in a 
heating system tell an unmistakable story of 
the advantages of the Isley furnace control 
system for Morgan Construction Company in 
this intriguing page appearing in “Steel” 


CONTINUED FROM PaGe 24] 


Advertising’ s Problems 


our nation become deeply involved in 
the present conflict, public opinion 
would rise to a pitch where sheer pa- 
triotic instincts would drive every 
man, woman, and child into the al- 
most fanatical state of concentrating 
every bit of effort upon the one ob- 
jective of winning the war. Under 
such circumstances, somebody has to 


be thinking about survival as well as 
victory. Somebody has to remember 
that “In time of war, prepare for 
pe is just as good a slogan as “In 
time of peace, prepare for war.” 

[he executives of your company, 
un the spell of war hysteria, are 
go to have their hands full with 
pr tion. Some of them may de- 
sir icerely to retain their vision of 
po marketing, but they may be 
d ted from it. It is not unlikely 


‘u, IN your position as sales pro- 


or advertising manager, may 


De ot the few persons—or con- 
( y the only person—in the or- 
g ion who will be in a position to 
c he torch of marketing continu- 


throughout the distractions of 


that torch. Keep it alight. 

g so you will contribute ma- 
to the success of your com- 
the difficult days to come. 


IN TRIAL MARKETING, May, 1941 


Armstrong Cork Adds 
Munitions Division 


Armstrong Cork Company, Lancaster, 
Pa., has formed a Munitions Division to 
control all activities of its defense arma- 
ment production. John J. Fitzpatrick, a 
graduate engineer of Kentucky State Col 
lege and for many years in charge of 
Armstrong operations in Spain, has been 
appointed general manager of the new 
division 


ABP Meets May 15-17 


The seventeenth annual spring confer 
ence of Associated Business Papers, Inc., 
will be held at White Sulphur Springs, 
W. Va., May 15-17. The program will 


discuss ways and means of promoting in 
dividual papers and business papers as a 
whole to best advantage and how to make 
advertising managers and agency execu 
tives better salesmen for them. A _ pro 
gram of sports activities will intersperse 
the business sessions 


Republic Appoints 
Meldrum and Fewsmith 


Meldrum and _ Fewsmith, Cleveland 
agency, has been appointed by Republic 
Steel Corporation to handle its product 
advertising campaign, involving the use of 
some sixty business and technical publica 
tions in a wide variety of industrial fields 
The agency has handled Republic Steel's 
national media campaigns during the last 
eleven years 


MODERN 


eld silat arel® 
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[CONTINUED FROM PaGeE 18] 


eer || York's Planned Selling 


one of the Primary 
dustrial and human-comfort air con- 


Defense Industries, 
ditioning. Sales promotional instru- 
is Definitely on the | ments presented to the salesmen in- 


Upswing—Contact it | clude photographic portfolios of in- 
stallations and equipment pictures to 





| 
Hi 


||| through its Accepted 


be used in making calls, and automatic 


||| Medium— ani . oe 
| slide films for use in selling particulat 
| h- prospects. 

- Accessory Equipment & Supplies 





is using exhibits in introducing new 


| ™ BLACK DIAMOND Division, under the writer’s direction, 
| . 


equipment (see accompanying illustra- 


————————————— 


NEW YORK—Whitehall! Bidg. 
CHICAGO—Manhattan Bidg. 





tion). Prospect-selling automatic slide 


films are also being presented to the 
For more than 50 years the lead- so ' 


ing journal of the coal industry salesmen in this division. As sales pro- As part of its exhibit at the Southern Textil 


Exposition last month, General Electric Com 
“ip pany demonstrated its new stroboscope sys 
the subject ot consumer advertising, tem for checking color register on cloth 
house organs, publicity, and presenting during the high speed printing process at 
speeds up to 474 yards per minute. The 
principle of the equipment was explained 











motion manager, I also am discussing 





a new sales promotional and advertis- 


OH Say Did YOU See 


our advertisement sin the Market Data Bock ing cotonder to the organization. This fo visitors whe listened fo «@ recording 
ny Fg? A rae meeting closes with a clever “Pin through the ear phones as shown here 
19a hasbeen’ Teleased—it makes “interesting. | Money Quiz,” with questions on sub- 
we “Media —eeret”™ there besiness fer jects CoV ered at the meeting. 
Milk Plant 7 oe ee The Commercial Division, under W. distributors. These meetings are highly 
Monthly irene thie aeld?” Fina E. Landmesser, manager, is holding dramatized, including regular equip 
CHICAGO out NOW. meetings in eight key cities for York ment exhibits and short “skits,” illus 





trating selling points and new applica 


tions in commercial refrigerating, ul 





conditioning and heating equipment. 


* * * * Among the new products introduced 
WOOD PRODUCTS sed hecdcteran alten 
VENETIAN BLIND DEALER Sie 4 ace ee aa 
BARREL & BOX & PACKAGES [eee Se ae tes 
PRODUCTOS MADEREROS eal te te aan aie 


carry them for demonstration pu! 





(Latin-American Edition of WOOD PRODUCTS) r 
poses. One of the displays at these 
FACTS AND FIGURES for industrial marketers regarding these meetings is a panel on which ar 
big markets will gladly be sent on request. mounted all the parts of this small 





Publication office, 431 South Dearborn St., Chicago, Il. New York Office, 152 W. 42nd St.; compressor, showing the different steps 


Phone Wis. 7-9043. Cleveland, Caxton Bldg., Phone Main 3341. New England office, 1501 ini | 
, ’ 3°: . » Oe > . y j “mb 
Beacon St., Brookline, Mass.; Phone Aspinwall 8480. = the nas hining and er 











operation. 


Commercial slide films covering 
eral products are being presented 





recommended for use by the dist 


~, 
Mailing Lists That Work Overtime tors. 

















MM <chaw am Industrial Mailing Lists produce We are very well satished wit 
Auly- neonap — because they carry your sales results obtained from the visual s 
story not only to established buying power but also : . e : + all 
wet to lucrative new defense-industry markets. acca” doing with the assistance « 
Compiled from exclusive sources and scientifically soundslide films. The reaction 
maintained on a twenty-four hour basis, these lists cases has been favorable and inter: 
provide intensive national or sectional coverage of and desire for the product is deve! 
purchase-controlling technicians and executives. ; - . 
This method of selling is continu 
Consider using this efficient, personalized service for eck cise of re leave. Ti ol 
your next mailing, large or small. Ask for details to- each city after we leave. Ihroug } 
AE day: your own specifications are our guide in recom- program, each York sales enginee! 
Mc GRAW-HILL mending list-selections that cover your exact market. attend three separate sales mec 
DIRECT MAIL —_ 
DIRECT MAIL LIST SERVICE ane + SAE, Sevaesee about a month apart, giving him a 
_ McGraw-Hill Publishing Co., Inc. time in between to digest the 
= 330 West 42nd St. New York, N. Y. ao s 
y, information and sales suggestions 
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Books 


New editions of particular interest to 
advertising and marketing executives 





i 


\A, 


Science of Marketing by Mail 


Homer J. Buckley has revised and en 


d his book on “The Science ot Mar 
» by Mail,” which for many years has 
the practical guide to direct mail 
ique and the broader subject ol sell 
by mail. Mr 
kley is president 
Buckley, Dement 
Chicago, and 
recognized au 
ty on the sub 
having as his 
kground twenty 
years of prac- 
experience He 
the organizer 
rst president 
Direct Mail 


tising Associ 








The text of the 
covers the 
ind varied uses of direct mail ad 
g as a complement to salesmen’s 

ities, and also as used in the direct 
products by mail. Means of accom 
ng the desired results are discussed 
concrete examples being used to 
strate points set forth, and an abun 
of helpful charts and tabulations 
cluded: e.g., figuring profits, five 
in obtaining dealer interest, costs of 
en’s calls, check list for preparing 
idvertising, and others 

The use of direct mail as a means of 

ng the cost of distribution is particu 
emphasized, because in the author's 
“the public will not long tolerate 
gant, outgrown and costly market 


H. J. BUCKLEY 


Buckley cites the need for a sound 
il basis, including an analysis of 
before inaugurating a marketing 
ertising campaign, because “mer 
ng follows certain natural laws.” 
ost of marketing by mail must be 
ned individually for each business 
through the maintenance of an 
cost system,” he asserts 
of the other topics discussed are 
ire in preparing mail advertising 
overcoming sales resistance by im 
istomer with confidence; compari 
retail and mail order selling; mail 
advantages how dealers are sold 
upments of merchandise by mail: 
of manufacturer-dealer co6pera- 
uring dealer representation and 
g them on their toes”: making 
lls more efhcient by mail: building 
‘f{ an institution by mail; depend 
volume of business produced by 
mail as contrasted with that sold 
en; using the mail to humanize 
to give service; requirements for 
who directs the work of market 
product by mail and_ collection 


thing that can be sold can be sold 

x the process of making the sale 
ed by mail,’ Mr. Buckley declares 
shed by The Business Book House, 
ttesville, Va. Price $3 


-How to Use It 
ng B McDonald, industrial de 


d color stylist, has incorporated 
rience of more than twenty years 
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in his new book, “Color How to Use 
It.” intended as a “slide-rule” for expert 
color stylists, as well as for amateurs. Basic 
principles of color which have been ac 
cepted for centuries are interpreted for 
practical and quick use, and the book con- 
tains a chart of seventy-two graduated 
colors equipped with patented calipers 
which the author guarantees can be de- 
pended upon to indicate perfectly balanced 
and scientifically correct color assemblies 

Follett Book Company, Chicago, is the 
publisher. Price $12.50 
Money in Exports 

“Money in Exports,” by Walter Buch 
ler, contains valuable information for those 
engaged in industry, trade, or commerce 
interested in exports and imports. It was 
written on peace time information, the 







s*% 
.* 


for 
mort for the animals used in research work 
By F W. AUCKMOODY” 


L Bove a wis tee ee se Rein 





author disregarding the war as a tempo 
rary interlude. Each chapter deals with 
a different territorial market, local meth 
ods and business practices, the dangers 
and pitfalls to be avoided, and tells how 
trade can be developed, taking in practi 
cally every continent in the world. In 
cluded is a description of the sources ot 
publicity, advertising possibilities, etc 
Published by Useful Publications, London, 
England. Price $3 


Taylor in Charge of Sales 


Irving Taylor has been elected vice 
president in charge of sales, Michigan Al 
kali Company, Detroit, manufacturer of 
heavy chemicals, with headquarters in 
New York. Mr. Taylor is also president 


of Merchants Chemical Company 


PROFITS IN AIR 





lle Conpery 


has just installed the most complete and modern 
s laminating plant in the world Eflicent 
ch the Vinyl Resin used in laminating 
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néelebrates an Anniversary 


ith Industrial Marketing 
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The National Provisioner, spokesman for one 
of America’s giant industries, has just cele- 
brated its fiftieth anniversary. For half a cen- 
tury it has been serving the great meat packing 
and allied fields, bringing to its readers the news 
of better methods of production, packaging 
and marketing. At the same time it has preached 
the virtues of meat in the diet in terms which 
are now being made familiar to 


. \ \9 K \ 


ued relationship of his magazine and INDUS- 
TRIAL MARKETING, and its consistent pro- 


motional campaign in our publication, 


‘“‘It has been a fortunate thing for the National 
Provisioner,” he adds, “that we have had avail- 
able over the past twenty-five years a medium 
of the caliber of INDUSTRIAL MARKETING 


to sell our market and our paper 





the whole country through the in- 
dustry campaign of the Institute Ne 2} 
of Meat Packers. nn 
That birthday celebration, com- 
ing as it does while the candles on 
the silver anniversary cake of 
INDUSTRIAL MARKETING are 
still glowing, reminds us that after 
all we are just a brash youngster. 


sary 





in a series of 
advertisements 
on the 25th anniver- 
celebration of 


Industrial 


in March, 1941, 


Marketing 


to buyers of industrial advertis- 
ing. We look forward to the fu- 


ture with you.” 
based ‘ ‘ean Pe 
Great publications like The Na- 


tional Provisioner have made suc- 
cessful industrial advertising pos- 
sible and _ profitable. Soundly 
based on a conception of editorial 
service embracing every activity 








compared with the grand old pub- 
lication of the packing industry. 
Yet we have already been working with it for 
more than twenty years in bringing to the atten- 
tion of industrial advertisers and their agencies 
the importance of its field as a market for their 
products. Consequently the two publications 
have a common cause for celebration of a sig- 
nificant anniversary for both. 

Looking back ever the years that have marked 
the successful record of The National Provi- 
sioner, A. W. B. Laffey, its vice-president and 
adve: ‘ising director, has noted the long-contin- 


of the field, it has prepared the 
way for the manufacturer with a 
story of a better product which would aid in 
moving meat products from packing-house to 
consumer more attractively, more conveniently 
or more economically. In making that story 
familiar and accepted, INDUSTRIAL MARKET- 
ING is proud to have been able to serve both 
the publication and its advertisers. 


As our anniversaries accumulate, we know that 
we shall have many opportunities to congratu- 
late The National Provisioner on the continu- 
ance of a job so well done for half a century. 




















TELEPHONE COMPANIES art ropay 
ENJOYING MORE BUSINESS THAN EVER BEFORE 
MERCHANDISE used in this $5,000,000,000 


industry find an eager marke! in the columns of 
Fortnigh tly 
TELEPHONE ENGINEER 


ode cock ee ee ephore 
empony is the United SF ery moat 
10, $00 CIRCULATION 
Advertisements Bring RESULTS 
Write for 


7720 Sheridan Road 


atormetion 


Chicago 





THE ADVERTISING DEPARTMENT OF 
A PROMINENT EASTERN MANUFAC 
TURER OF POWER EQUIPMENT has ex 
ellent opening for a young man with 
some experience with type, copy fitting, 
the handling of photographs drawings 
and engravings in the development of 
practical layouts for advertising litera 
ture An engineering education or suit 
able industrial experience is essential 
Replies must give full particulars to re 
eive consideration Write complete 
information to Box 215 INDUSTRIAL 
rtARKEIING A replies strictly confi 
Jential 















@ Complete coverage 


of current and back 

issues of trade papers 

and general magazines “Using 

for editorial and adver- Trade Paper 
Soe in 


tising material. Busines. 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 








Sup... $UP... $UP 


Every hour, every day, marks a rise in 
your Ohio-Indiana-Illinois construction 
market. The total for 1941 was 3600, 


000,000 in January it's $747,.000,- 


000 today and the end is not in 
sight! Assure yourself a share of this 
market-—-the choicest in the nation 
by advertising in Construction Digest 
which counts its cover-to-cover 
readers among the men who do the 





buying. 








Illinois 














ONSTRUCTION 


Indiana Ohio Public Work 


Sle Ober le lhe 


Ria 
'«7,97,.9,9,9,.9 


Ce ee See ee ee 


CROMPTON & KNOWLES LOOM WORKS 





wr eee 
fee eit 





Inside spread and front and back of four-page full-color insert which Crompton & Knowles 
used in textile papers to promote attendance for its exhibit at 

Note factual data given on front page about equipment to 
be shown and performance data on inside spread (top). Typical fabrics woven on Crompton 
& Knowles looms are shown in natural color on the back page and complete description given 


Loom Works, Worcester, Mass., 
the Greenville Textile Exposition. 


Bragg to McGraw-Hill McGraw-Hill Publishing Company 
: York sales representative. He suc 
Edwin H. Bragg, formerly assistant ad William Orchard who has been call 
Verge os id busin one CeeNECR menage active service as second lieutenant wit 
Irvington \ rw ish & Insulator Company 156th Field Artillery, Fort Dix, N. | 
has joined the Direct Mail Divisior 
Electro-Matic Appoints 
Clark Collard Company 
The Clark Collard Company, C! 
has been appointed to handle the ad’ 
ing of the Electro-Matic Products ‘ 
pany, Chicago, manufacturers of “N 
T-rol” magnetic chuck control, and 
fiers. Business papers and direct ma 
be used 





York. 


Conn.. 





) Ce) ay 


Indianapolis 









Steel Ce 
last month 
advertising class of 
yn “The Advertising Mat 
The class is conducted by 
Crucible’s ! 


¥. ee ei - 





mop 
cRN Ca x Looms iw OPERATION 


CROMPTON & ENOWLES LOOM WORKS 


Tuthill Addresses College 
Gordon 


Crucibie 


Tuthill, advertising 

ymmpany of America 
addressed the sale 
New Haven C 


Fred D 


local manager 


Mason-Neilan to 
Sutherland-Abbott 
Sutherland-Abbott, Inc.., 


has acquired the 
Neilan Regulator Company, 


Boston iL 


account of the M 
Boston 
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\ | Milestones 


in Publishing 








its April 11 issue, The National 

marked its fiftieth anniversary 

i carried the cover of the first 

jated Saturday, April 11, 1891, with 

ner right corner “turned back” re 

¢ the present logotype and current 

ne printed on a background of gold 

riginal masthead and opening edi 

ilso were reproduced in the issue, 

itter pointing out that the industry 

manufacture and sale of provisions 

ntil then been without a “special 
nal journalistic champion.” 

publication was originally published 

in New York by Ganz & Marx, moving to 

( wo i 1919. Paul I. Aldrich, presi 

d editor emeritus, has been asso 

with the publication for thirty-seven 

fifty years, active in shaping its 

|. B. Gray is editor and Alfred 


W. B. Laffey, vice-president and_ sales 


effort to assist advertisers to get 
ut of their investments in its ad 
ages, Architectural Record has 
hed a department, “Architecture 
Meet Advertising,” in which architects 
it they like and don’t like in ad 
directed to them 
o 

edition of Plant-Production 
Directory, a Conover-Mast publication, 
t g intormation on sources of sup 
for products and equipment, was 
ed March 15. The circulation of this 
was approximately 12,500, and a 

1 edition will follow in September 

@ 

Defense Sub-Contractor, whose 
will be to list facilities of avail- 
sub-contractors for the benefit of 
contractors and government pur 
agents, is to be launched this 
by Associated Publishers Corpora- 
Chicago Tabloid format will be 


“A 


* 
the tront cover of its April issue, 
P 11 Builder introduces Peggy Builder, 
vill appear in every issue hereafter 
Pe duty is to take the reader through 


part of the building from foundation 
making pertinent remarks and 
idvice 
iture appearing for the second time 
eprint” copy in advertising which 
the advertiser an opportunity to “tell 
blueprints, the daily working tool 
contractor-builder This type of 
ng is expected to be a regular 


* 
rect mail promotion campaign for 
ck's Machine Tool Blue Book re- 
first award in the direct mail 
t the Chicago Federated Adver- 
Club’s recent competition for out 
¢ advertising produced in the 
area. The campaign consisted of 
2x11 four-page folders with mod- 
le art treatment lithographed in 
rs, giving factual data regarding 
ication and the field it serves. The 
e€ was enclosed in a blue file fold- 
erly imprinted. The campaign was 
by Commercial Advertising 


STRIAL MARKETING, May, 1941 


The Provisioner 


PROUSION ANE 


PUBLISHED WERELY 






wish te Mabe Arreneoments wine 


Page se “be 
ee 
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Agency, Chicago, under the direction of 
W. I. Brockson, vice-president. The same 
campaign won a second award in the 
NIAA competition last fall 

* 

Tourist Court ©& Motel Management 
was launched with a May issue consisting 
of thirty-two pages and cover. The pub 
lication will be directed to operators and 
managers of tourist courts, trailer parks, 
and resorts. It is published by Tourist 
Publications, Chicago, publisher of Traile1 
Topics Magazine 

7 

Distillation, a new publication in the 
liquor industry, made its bow last month 
with ninety-six pages and cover. Unusual 
was a die cut front cover with the star 
shape opening framing a bottle of liquor 
featured on the page one ad; a fly sheet 
of transparent cellulose added brilliance 
A new note of protection was contained 
in this sentence at the bottom of the con 
tents page: 

“It is understood that the advertiser 
agrees to indemnify and protect Distilla- 
tions, Inc., from any claims of expenses 
resulting from the unauthorized use of any 
name, photograph, sketch, or words pro- 
tected by copyright or registered trade 
marks, labels, etc., in connection with ad- 
vertising referred to in order.” 

Don Rider, Louisville, Ky., is president 
and publisher of the new magazine 

a 

Oil, Paint and Drug Reporter, Green 
Book Buyers Directory, and National 
Painters Magazine have been purchased 
from the Oil, Paint and Drug Publishing 
Company, New York, by Harry J. Schnell, 
president and editor of the three publica- 
tions for many years, who has formed the 
Schnell Publishing Company to publish 
the group. 


Letterhead Sketch Analysis 


The Letterhead Clinic, sponsored by the 
Whiting-Plover Paper Company, Stevens 
Point, Wis., has expanded its free service 
to include the analyzing and rating of 
letterhead sketches. In the past, actual 
letterheads only were rated 


Sigwalt Joins Paulson-Gerlach 

Harold P. Sigwalt, who has conducted 
his own agency in Chicago and Milwaukee 
for the past two years, has joined Paulson- 
Gerlach & Associates, Milwaukee 









WANTED 


TOUGH and UNUSUAL 
EXHIBIT PROBLEMS 


Must one exhibit present a wide 
variety of products at different 
industry shows . . . do you have 
unusual space flexibility require- 
ments ... have you a technical 


or tough mechanical problem? 


Put our long experience in ex- 
hibit advertising and our un- 
usually versatile abilities to work 
for you. Preliminary sketches 
and quotations submitted with- 
out obligation. 


SCIENTIFIC 


ENGINEERING CO. 


CHICAGO—42 W. Cermak Rd. 
NEW YORK—27-01 Bridge Plaza 
North, Long Island City 








DO YOU KNOW 


What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you, 
because 
We Clip Magazines— 


some 3,000 of them in all these 
fields—promptly, carefully and 
intelligently— 

and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 
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AMERICAN ARTISAN ...-60-61-62 
AMERICAN MACHINIST ™ 

AMERICAN TRADE Press CLIPPING 
BUREAI acto oo dieil acd as 

A.S.M.E. MECHANICAL CATALOG.... 97 

ASSOCIATED Bustness Papers, INc. 72-73 
ASSOCIATED CONSTRUCTION PUBLICA 
TIONS ee are ee 

AUTOMOTIVE INDUSTRIES 

AVIATION 


BACON'S CLIPPIN« 

BLack DIAMOND .... 

BLAST FURNACE AND STEEL PLANT.. 
Business WEEK 


Ceramic Data Boor ; 90-91 
CHEMICAL &@ METALLURGICAL ENGI 

N EERIN( Insert Between 42 
Civit ENGINEERIN( 
CONSTRUCTION DIGEST 
CONSTRUCTION METHODS 


DuNn's REVIEW 


ELECTRICAL CONTRACTIN( 
ELECTRICAL WORLD 

ELECTRONICS .... 

ENGINEERING AND MINING JOURNAL. 
ENGINEERING News-Recorp. 
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NANCI : .. -66-67 
Fritz PUBLICATIONS oni 


Gray, Russet. 7 : Serer ae 


HEATING AND VENTILATIN« — 
HEATIN« IPING AND Arr CONDITION 

IN¢ P : ; ‘ chesbene 60-61-62 
Heat TREATING AND FORGING...... 96 
HOSPITAL MANAGEMENT .......... 63 


INDUSTRIAL AND ENGINEERING CHEM 
ISTRY = 

INDUSTRIAL EQUIPMENT News 

INGENIERIA INTERNACIONAI a 

IRON Ao! Insert Betweer 44 


KEENEY PUBLISHING COMPANY.60-61 
KIMBERLY-CLARK CORPORATION 
47. Insert Between 

MACHINE DESIGN 
MACHINERY ; a 
MARINE ENGINEERING AND 

REVIEW eee 
McGraw-HiIL_ PUBLISHING 

rect Mail Division). 
METALS @ ALLOYS .... — 
Mitk PLANT MONTHLY. —e 
MiLt & Factory. Back Cover 
MILL SUPPLIES . wae ae 
MopERN MACHINE SHOP _ YY 
MoRGAN ADVERTISING Co.. 98 


NATIONAL INDUSTRIAL ADVERTISERS 
ASSOCIATION e- 
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New Equipment Dicest 


Pir &@ QUARRY. 

) . » - Es 

PowrR PLANT {GIN EERIN( 
Propuct ENGINEERIN«‘ 
PURCHASING ; 

PUTMAN PUBLISHIN« 


RAILWAY AGE. ree ; 
RAILWAY ELectricaAL ENGINEER.... 
RAILWAY ENGINEERING AND MAINTI 


R 


RAILWAY SIGNALIN( 


ScieNTIFIC ENGINEERIN( 
STEEL 
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Woop Propu Ts 
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Useful information compiled by publishers and others, which can be secure 
without cost through "Industrial Marketing” or direct from the publisher 





460. Mr. President, Meet Your Ad- 
vertising Manager. 

This booklet is a brief talk—in the 
nature of a private consultation—on 
the sort of man the advertising man- 
ager is; what he is really worth; how 
to get the most out of him; and con- 
tains practical suggestions for putting 
the advertising and sales promotion 
operation on a productive basis. Pub- 
lished by The Associated Business Pa- 
pers, Inc. 


461. How I Hamstrung My Adver- 
tising Agency. 

The anonymous story of how one 
advertising manager through a simple, 
common sense arrangement with his 
advertising agency made his company’s 
advertising more productive and his 
own department more important to 
Published by The As- 


sociated Business Papers, Inc. 


his company. 


462. 1941 Export Sales Quota Chart. 


A handy daily work sheet for the 
export executive for planning quotas, 
listing pertinent facts about distribu- 
tors, basis of sale, monthly sales, and 
other data for quick and easy compari- 
son with last year’s figures. Available 
trom Business Publishers International 
Corporation. 


463. 1940 New Plant Construction 
in the Food Industries. 


A quick reference chart showing by 
states and major classifications of the 
food industry the number of construc- 
tion projects and their value for the 


vear 1940. 
fri ‘. 


Published by Food Indus 


464. Construction Men Tell What 
They Want to Know About the 
Equipment They Buy and Use. 

A forty-eight page illustrated book 
presenting detailed findings of field 
surveys among contractors, engineers, 
and others engaged in construction 
work to find out what they want man- 
ufacturers of the equipment they use 
to tell them in advertising to help 
them make buying decisions. A check 
chart for preparing effective advertis- 
ing is included as well as suggested 
layouts and typical successful ads. 

Prepared and published by Engineering 

News-Record and Construction Meth- 

ods. 


465. Three Editorials. 


This folder includes reprints of thre 
editorials which advance sound reaso: 
for continuance of advertising durin 
the defense program and the necessity 
for preparing for future markets. Put 


lished by The Iron Age. 


466. Facts and Figures Regarding ¢/ 
1941 Shipbuilding Market. 

A twenty-seven page portfolio, 
sued by Marine Engineering and Shi| 
ping Review, containing a graphic and 
statistical summary of the tremendous 
ly expanded shipbuilding in this coun- 
try. It includes detailed statistics of 
merchant and naval ship construction 
under way on Jan. 1, 1941, and data 
regarding developments since then. 


467. Some Ludlow Typefaces 

A ninety-six page book including 
complete showings of all sizes and se 
ries of the more recent typetaces pro 
duced by Ludlow Typograph Com 
pany, together with one-line showings 
of sixty other Ludlow faces, advertis 
ing figures, and special matrices 


468. The Psychology of Color. 

This booklet presents a short treatise 
on the psychological value of the pri 
mary colors which may be used as a 
guide in advertising and product fin- 
ishing. Published by General Printing 
Ink Corporation. 


354. Getting the Order for Ma- 
chinery and Allied Products. 

Based on interviews with manage 
ment and operating executives in 
plants of various size and product 
classification, this survey produced the 
answers to twelve questions that man- 
agement wants to know before placing 
orders for equipment. A check chart 
of active management opinion on thes¢ 
points also is provided. Published )y 
Business Week. 


397. Facts About Industrial Distr 
utors. 

A file-folder graphically present 
the story of industrial distributors 
how they serve industry. The mar’ 
is broken down by states and sales 
analyzed according to major clas: 
cations. Suggestions are given 
selling effectively through distribu 
channels. Published by Mill Supp 
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